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ABSTRACT 

 

The issues surrounding this study included the marketing of LEED Certified public sport 

facilities.  This was a new issue as the LEED Certification phenomenon began in 2000 

and was slowly adapted into the sport facility world.  For sport facility marketers faced 

with soliciting sponsorships, incorporating the LEED Certification into the marketing 

strategies potentially offered a new revenue generation avenue.  Application of the 

congruency theory and exchange theory within the examination of marketing LEED 

Certified sport facilities added depth to the research.  The three research questions 

focused on current sponsorship solicitation strategies, successful sponsorships, and best 

practice recommendations.  A qualitative approach was employed to the study process. 

This study applied a constructivist lens aimed at collecting information of 

sponsorship solicitation methods being utilized by LEED Certified public sport facility 

marketers.  A total of 21 sport marketing professionals were interviewed utilizing an 

interview guide, and secondary documents were collected and reviewed.  The marketers 

were questioned about marketing strategies and the sponsorship solicitation experiences.  

The goal of this study was to determine the current strategies for promoting a public sport 

facility that had a green and/or LEED focus.  Discussion involved which strategies were 

being used, as well as best practice recommendations.  Data collected was segmented and 

labeled, with labels being categorized for content analysis.  With the use of a code book, 

the data was systematically organized and analyzed.  Based on opinions from the 

marketing professionals, a Strategic Framework for Sponsorship Solicitation of a LEED 

Certified Public Sport Facility was developed and is presented in the results section of the 
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paper.  This framework contributes to the understanding of sport marketing strategies 

with a new focus in sponsorship solicitation with a LEED focus. 
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CHAPTER ONE:  INTRODUCTION 

In 2000, the United States Green Building Council (USGBC) launched the 

Leadership Energy and Environmental Design system, commonly known as LEED (U.S. 

Green Building Council, 2012).  The LEED system consists of a certification rating 

system that examines facility design, construction, and operation.  Based on how a 

facility is designed, constructed and operated, buildings could qualify for one of four 

certification levels: Certified, Silver, Gold or Platinum.  The rating system is set up on a 

100-point system available over the five credit categories of sustainable sites, water 

efficiency, energy and atmosphere, materials and resources, and indoor environmental 

quality; with an additional 10 bonus points offered for innovation and design (Gowri, 

2004).   

Since its inception, LEED has become an internationally recognized green 

building certification system providing third-party verification that a building was 

designed and built using environmentally friendly strategies (Mallen, Adam, Stevens, & 

Thompson, 2010).  A LEED Certification provides facility owners and operators a 

concise framework for identifying and implementing practical and measureable green 

building design, construction, operation and maintenance solutions.  The managers of 

LEED Certified facilities mark the push towards improving environmental sustainability 

by meeting a host of building and functionality requirements (Brown, 2010).  This green 

standard has advanced worldwide, with the United States Green Building Council 

(USGBC) having certified projects in 41 countries and every United State (Nowlin, 2008).   

A 2012 report stated that nearly 9 billion square feet of building space has been 
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committed to the LEED process, with an additional 1.6 million square feet being certified 

each day (U. S. Green Building Council, 2012). 

While public environmental concerns including issues such as pollution, water 

shortages, overpopulation, deforestation and global warming have grown (Wolff, 2007), 

efforts to embrace and adopt sustainable building initiatives have increased.  Previous 

literature addressed the possibility of facilities being built sustainable and 

environmentally friendly (Sabrina, 2011; Michaut & Watson, 2008; Green Building 

Basics, 2007; Kessenides, 2005) which brought the idea to forefront of many sports 

facility design and management teams.  Sustainable building projects offer facility 

managers both benefits and challenges (LaRue, Sawyer & Vivian, 2005; Clark, et al., 

2000).  Green facilities are designed to use resources more efficiently when compared to 

conventional buildings built simply to general building codes (Nowlin, 2008; Ries, Bilec, 

Gokhan, & Needy, 2006).  Green buildings often provide healthier working and living 

environments that contribute to higher productivity and improved employee health and 

comfort (Nowlin, 2008; Gibson, Llyod, Baine & Hotteell, 2008; Green Building Basics, 

2007; Ries et al., 2006; Fisk & Rosenfeld, 1997). Green design also leads to substantial 

cost savings over the lifespan of a building, along with improved productivity for the 

buildings occupants and the reduction of solid waste (Yu, 2009; Nowlin, 2008; Ries et al., 

2006; Fried, 2005).  These were just a few of the LEED Certification benefits for venue 

owners, occupiers and society as a whole found on the USGBC website (U. S. Green 

Building Council, 2012).     

Managers of green facilities potentially face challenges of green building and the 

LEED Certification process such as a greater initial cost of design and construction 
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(Clark et al., 2000).  One reason for the higher cost is that sustainable construction 

principles are not always well understood by the project design professionals.  This lack 

of knowledge required additional time for research and development (Zaragoza, 2009; 

Porteshawver, 2009; Nowlin, 2008; Malone, 2000; Shea & Cagan, 1997).  Furthermore, 

there may be a lack of available manufactured building components that meet the 

recommended green specifications.  Pursuing a LEED Certification for a project also 

adds the expense of utilizing LEED design consultants and the Commissioning Authority, 

both of which are required for obtaining the LEED Certification (Nowlin, 2008; 

Moomaw, 2003; Walley & Whitehead, 1994).   

As public sport facility managers continue to rely on public funds to build and 

operate venues and programs, there remains an inherent obligation to the local 

communities.  This obligation includes operating in a fiscally responsible manner 

(Gifford, 1997; Walley & Whitehead, 1994) and respecting the local community through 

the appropriate use of tax dollars.   Added to these financial demands is the idea of 

facility managers investing an additional 5% to 10% of their new construction and 

renovation costs up front to meet the environmentally friendly LEED Certification 

guidelines (U. S. Green Building Council, 2012; McCarron, 2001).  This puts enormous 

pressure on managers to be both environmentally and fiscally responsible.  Over the last 

decade, public sport facility managers experienced these pressures and, in response, 

several have invested in environmentally friendly projects by building venues that met 

LEED Certification guidelines.  Firstenburg Community Center in Vancouver, 

Washington; Carbondale Recreation and Community Center in Carbondale, Colorado; 
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and the AMSoil Arena in Duluth, Minnesota were just a few examples of LEED Certified 

public sport facilities.   

In response to the pressures of fiscal responsibility, facility marketers seek 

techniques to offset the investment in a LEED Certification through new and alternative 

revenue sources.  Along with traditional revenue sources of ticketing and membership 

sales, sponsorship sales emerged as a potential revenue generating method (Alay, 2010; 

Babiak & Trendafilovia, 2010; Chadwick, 2006).  With the uniqueness of the LEED 

Certification adaption in the sporting venue context, little experience and shared 

knowledge existed on how an investment in a LEED Certification could be used to entice 

sponsorships.  The inexperience and lack of knowledge offered a challenge to current 

sport marketing professionals.   

Research featuring the marketing strategies of corporate social responsibility 

(CSR) and cause-related marketing (CRM) potentially offer an increased awareness of 

how a company could use a social issue, such as environmental sustainability, to advance 

its own exposure and public relations efforts. Corporate social responsibility was the 

commitment, by a business or corporation, to operate the business ethically while 

improving the quality of life of the workforce, the local community, and society as a 

whole (Holme & Watts, 2000).  This responsibility involved activities that aim to further 

some social good which benefits society, without being required by law to do so (Babiak 

& Trendafilovia, 2010).  Cause-related marketing was the commitment of a business to 

an active role in the solution of broad social problems in return for marketing or 

promotional benefits (Barone, Miyazaki & Taylor, 2000; Carroll, 1999).  The 

commitment was a mutually beneficial partnership between a business and a charity 
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formed to market an image, product or service (Adkins, 2012).  This marketing strategy 

linked a firm’s products to a cause or issue that resonated with its target market (Roy & 

Graeff, 2003).  

The two marketing strategies, CSR and CRM, may offer insight into how one 

used a LEED Certification in marketing.  Two theoretical concepts underlying CSR and 

CRM included exchange theory (Heimann, 2003; Andreason, 2001; Smith, 2000; 

Bagozzi, 1978) and congruency theory (Lee & Cho, 2009; Gwinner & Bennett, 2008).  

Obtaining a clear understanding of what a sponsor was seeking from a sponsee and the 

ability to meet those needs was important to the venue marketing team (Brown & Cox, 

1997; Chajet, 1997).  If the value of a sponsorship was perceived as higher through the 

inclusion of the LEED Certification, then the sponsor’s perceived benefits of the 

partnership may have been positively influenced.  Ensuring the congruency of the 

initiatives and goals of the venue with those of the sponsor may also have been critical to 

the success of the agreement.  Including investigation of these two theoretical concepts 

offered insight into how sport management professionals may have used a LEED 

Certification in marketing.   

Cause-related marketing, corporate social responsibility and sponsorship research 

often made use of the exchange theory, which focused on the target audience (Andreason, 

2001) and was based on a voluntary exchange of resources for perceived benefits 

(Heimann, 2003).  Exchange theory focused on the audience’s perceptions of the benefits 

they would receive through the consumption of a certain product, or the adoption of a 

certain behavior.  This perception was a key audience motivator and indicator of future 

behaviors.  To persuade someone to take part in an exchange, the person must believe the 
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benefits of adopting preventative behaviors outweigh the costs of the purchase (Heimann, 

2003).  This research study correlates to the exchange theory by recognizing the role 

potential sponsor perceptions play in obtaining sponsorships.  For marketers of LEED 

Certified sport facilities, knowing if the targeted sponsor values involved environmental 

sustainability and framing a sponsorship campaign around these values may offer insight 

into understanding what incentives, such as LEED, should be advertised.  Therefore, 

considering which benefits are most important to the audience may be crucial to a 

sponsorship campaign’s success and enable management to design a product and a 

message promotion that appeals to the audience’s pre-existing values (Andreason, 2001; 

Smith, 2000).   Obtaining explicit knowledge of the costs and benefits of actions to be 

promoted in a campaign helps to minimize campaign costs and maximize the benefits 

(Heimann, 2003, Maxwell, 1996).  Exchange theory application within marketing was 

originally focused on the direct transfers of tangible entities between two parties.  Now, 

however, the exchange theory acknowledges that each exchange may include meanings, 

symbols, and other intangible items (Bagozzi 1978).  

Determining the right fit for a sponsor of a LEED Certified facility involved the 

application of the congruency theory.   By exploring the matching effects of the LEED 

Certification brand with sporting venues and potential sponsors, the congruency theory 

looked to find which of these partners were congruent, or fit best with each other.  A 

matching effect study exploring brands and sport events that were congruent or fit best 

together occurred in the brand personality study by Lee and Cho (2009).  This study 

attributed human personality traits to various products and services.  When the 

congruency theory was applied, it was suggested that consumer reactions were influenced 
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by how the consumers perceived the fit between the sporting event and the sponsoring 

brand.  Applying the congruency theory, the authors examined brand and event matches.  

It was determined that brands would benefit more through a sport event sponsorship that 

was consistent with the brand’s personality (Lee & Cho, 2009).  Personality congruency 

between a sport event and sponsoring brand was linked to favorable attitudes for the 

brand sponsoring the event.   These favorable attitudes led to higher purchase intentions 

of the sponsoring brand products by consumers.  Additionally important to positively 

impacting consumer responses was the sincerity involved in matching the sponsor to the 

event.  When seeking congruency between two organizations, it was recommended that 

the sponsorship motives be altruistic to the social cause rather than exploitative of the 

issue (Gwinner & Bennett, 2008).   

Previous studies of sponsorship soliciting marketing strategies have examined 

measurement methods such as the Sponsorship Evaluation Survey (SES) which looked at 

the motivations identified for sport sponsors (Alay, 2010), sponsorships’ role in the 

marketing mix (Norton, Brix, Brydon, Davidian, Dinse & Vidyarthi, 2007; Ali, Cornwell, 

Nguyen & Coote, 2006; Kolah & Barnes, 2003; Dolphin, 2003), green alliances (Berger, 

Cunningham & Drumwright, 2012; Cunningham, Cornwell & Coote, 2009; Crane, 1998; 

Mendelson & Polonsky, 1995), stakeholder theories (McClimon, 2012; Cronin, Gleim & 

Martinez., 2011; Rivera-Camino, 2006; Carroll, 1991), sport sponsorships (Kim, Smith & 

James, 2010; Kolah & Barnes, 2003; Chadwick, 2006; Kover, 2001; Easton & Mackie, 

1998; Corti, Donovan, Holman, Coten & Jones, 1997; Thwaites, 1995; Abratt & Grobler, 

1989; Sandler & Shani, 1989), and naming rights.  The variety of marketing researched 
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added insight into sponsorship solicitation strategies and continues to be an area of 

interest for facility managers.  

Additional research on cause-related marketing (File & Prince, 2011; Liston-

Heyes & Liu, 2010; Simpson, 2003; Polonsky & Wood, 2001; Smith & Higgins, 2000; 

Carroll, 1999) has been expanded to investigate the relationship between green marketing 

and cause-related trends (Ginsberg & Bloom, 2004; King & Lenox, 2001), specifically 

sport cause-related marketing.  Sport CRM studies found a positive relationship between 

businesses that supported charitable or social causes and favorable consumer attitudes 

towards the business’s brand (Lee & Ferreira, 2011; Roy & Graeff, 2003; Lachowetz & 

Gladden, 2003; Irwin, Lachowetz & Cornwell, 2003; Nicholls & Roslow, 1999; Webb & 

Mohr, 1998).  This support created a bond between the corporation and the target market; 

especially when the support was perceived as appropriate or altruistic by sport consumers 

(Kim, Kwak & Kim,, 2010; Kim, Smith & James, 2010; Browne, 2010; Barone, et al., 

2000; Ross, Patterson & Stutts, 1992).  Previous research also focused on general 

corporate social responsibility theories (Groza, Pronschinske & Walker, 2011; Matten & 

Moon, 2004; Ginsberg & Bloom, 2004; Leonard & McAdam, 2003) and corporate social 

responsibility theories related to sport (Carey, Mason & Misener, 2011; Sheth & Babiak, 

2010; Walker, Heere, Parents & Drane, 2010; Babiak & Wolfe, 2006).  Corporate social 

responsibility data within the sporting context found multiple strategic and legitimacy 

motives behind adopting environmental management practices along with various 

benefits for the corporation committing to a social issue (Uecker-Mercado & Walker, 

2012; Babiak & Trendafilovia., 2010). 
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To date there is limited research on green marketing strategies, none of which 

focus on LEED Certified public sport facility sponsorships (Alay, 2010; Babiak & 

Trendafilovia, 2010; Chadwick, 2006).  This specific topic is fresh territory, as the LEED 

Certification is fairly new and public sport facilities are just starting to adopt these 

guidelines (U.S. Green Building Council, 2012; Mallen et al., 2010).  Examining 

marketing strategies and sponsorship trends will assist in identifying the use of a LEED 

Certification in soliciting sponsorships.  Including application of CRM and CSR 

strategies and the theoretical concepts of exchange theory and congruency to this trend 

will deepen the understanding of successful sponsorship solicitation of a LEED Certified 

public sport facility.  Examining this issue from the marketers’ point-of-view will 

contribute theory to the sport management field explicitly for facility management and 

marketing teams.  This research requires a modified tool to address research questions 

such as those recommended by Cronin et al. (2011) and Babiak and Trendafilovia (2010) 

which aim to inspect current sponsorship solicitation methods that use the LEED 

Certification (See Appendix F).  Cronin et al. (2011) specifically recommended further 

investigation into the effectiveness of various green marketing strategies, specifically 

when it comes to shaping stakeholder perceptions.   

Purpose of the Study   

The purpose of this study was to identify the strategies used by public sport 

facility marketers to solicit sponsorships using their LEED Certification.  Current 

marketing strategies being utilized by LEED Certified sports facility marketers were 

explored.  This process involved qualitative methods to establish a body of knowledge on 

this topic of how LEED Certified public sport facilities are promoting their LEED 
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Certification to potential sponsors (Kilbourne, 2006; Heath, 1997; Anzul, M., Ely, M., 

Friedman, T., Garner, D. & McCormack-Steinmetz, A., 1991). Discussion included 

which strategies were being used, as well as which were working and not working to 

secure sponsorships.  

Research Questions 

 The study focused on the following three research questions: 

1. What sponsorship solicitation strategies that use the facility’s green features 

and/or LEED Certification are currently being used by public sport facility 

marketers?  

2. Which of these strategies previously mentioned have been successful in securing 

sponsorships from the perspectives of the individuals involved?   

3. What are the best practice recommendations of facility marketers for sponsorship 

solicitation that utilize the LEED Certification and what rationale is provided for 

these comments?    

Significance of the Study 

The research of a sport organization’s green marketing strategies for sponsorship 

solicitation is significant for several reasons.  First, the study helps to better define and 

understand corporate social responsibility (CSR), cause-related marketing (CRM).  In 

addition, the research will investigate how the theoretical concepts of exchange theory 

and congruency theory can be applied in sport sponsorship solicitation while 

incorporating a new perspective with a LEED Certification concentration.  

Corporate social responsibility involves a corporate commitment to being socially 

responsible, which may include a general concern for the environment.  If the corporation 



11 

 

 

choses to embrace green initiatives as the social issue of concern, then sponsoring a 

LEED Certified facility would be a good fit for a CSR commitment.  In return, the 

corporation can use this particular sponsorship as a CRM tool, demonstrating the pledge 

to the social issue, which in this case is the environment, to potential investors and 

consumers through the sponsorship of a LEED Certified facility.  Second, the study 

offers theoretical significance by adding to the current body of knowledge on the topic of 

green sport marketing from a sport facility marketer’s point of view, specifically that 

green marketing which is focused on marketing a LEED Certified public sport facility.  

Once a facility has achieved a LEED Certification, the facility marketer has a unique 

opportunity to use the LEED Certification as a CRM tool when soliciting sponsorships.  

A facility marketer, who recognizes this opportunity and understands both CSR and 

CRM, may choose to link these into the solicitation process.   

A qualitative evaluation will attempt to capture different LEED marketing 

perspectives through open-ended interviews.  The findings of the current research, based 

off of these sport facility marketers’ perceptions, will detail which LEED marketing 

strategies are successful; or in this case which LEED marketing strategies work in 

securing sponsorships.  Using truth and reality-oriented correspondence perspective and a 

constructivist theoretical approach entails looking at what is really going on in the real 

world and identifying plausible explanations for verifiable patterns (Patton, 2003).    

The practical significance of this study is the development of a framework 

encapsulating sponsorship solicitation methods currently used by marketers of LEED 

Certified public sport facilities.  These findings will help to guide future sponsorship 

solicitation strategies for LEED Certified facilities marketers.  On the other hand, if the 
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research determines that promoting a LEED Certification does not pay off, then this 

framework would offer future direction to either limit LEED sponsorship solicitation, or 

to continue to pursue innovative avenues for marketing the LEED Certified facility to 

potential sponsors.  

Taking into account the theoretical and practical significances of the current 

research proposal, there exists a unique opportunity for the researcher to gain insight 

from LEED Certified sport facility marketers.  Public sport facility managers require 

fiscal responsibility, sponsorship solicitation success, and a commitment to the 

environment and community.  The findings will serve as a sponsorship solicitation 

reference for LEED Certified public sport facilities.   

Limitations of the Study 

The study seeks to explore elements of strategies used by U. S. public sport 

facility marketers to solicit sponsorships using their LEED Certification.  Limitations of 

the study include participation purposely being restricted to publicly funded sports 

facilities and that feedback being gathered only from the public sport facility marketer’s 

point-of-view.  Results will focus on enticing sponsorship revenue; not ticket sales, 

member fees, or any other source of revenue.  The study will specifically examine LEED 

Certified facilities, not those which are practicing environmentally friendly or green 

initiatives but have not officially earned a LEED Certification.   

Consistent with constructivism, the qualitative research utilized purposeful 

sampling to provide rich descriptions of the phenomena encountered in the research 

process.  Through the use of the purposeful sampling technique, the limitations narrowed 

the generalizability of the results to a specific participant group.    The rich descriptions 
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allowed the readers to judge the information and make their own decisions about whether 

or not the themes that emerge from the research can be transferred to their own situations.

 Phone interviews were conducted as an alternative to face-to-face interviews 

enabling the researcher to expand data collection locations to include facilities across the 

United States (Patton, 2002) and in response to logistical and financial limitations 

(Bernard, 2002; Burke and Miller, 2001; Burnard, 1994). Although the interviewer could 

not physically see the interviewee, this limitation was addressed by creating rapport with 

each participant through social cues such as voice inflection (Uecker-Mercado & Walker, 

2011).   

Definition of Terms 

Cause-Related Marketing (CRM):  The commitment of a business to an active role in the

 solution of broad social problems in return for marketing or promotional benefits

 (Barone, et al., 2000; Carroll, 1999).  A mutually beneficial partnership between a

 business and a charity formed to market an image, product or service (Adkins,

 2012).  This marketing strategy links a firm’s products to a cause or issue that

 resonates with its target market (Roy & Graeff, 2003).  

Corporate Social Responsibility (CSR):  The commitment, by a business or corporation,

 to operate the business ethically while improving the quality of life of the

 workforce, the local community, and society as a whole (Holme & Watts, 2000).

 This responsibility involves activities that aim to further some social good which

 benefits society, without being required by law to do so (Babiak & Trendafilovia,

 2010).   
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Leadership Energy and Environmental Design (LEED):  The organization under the

 guidance of United States Green Building Council that provides third-party

 verification that a building was designed, constructed and/or operated using

 specific environmentally friendly strategies (U.S. Green Building Council, 2012).   

Sponsorship:  The purchasing of an association with the sponsored for marketing

 communication purposes (Otker, 1998; Witcher, Craigen, Culligan & Harvey,

 1991).  The use of marketing activities in creating and communicating an

 association or link with a sponsorship (Cornwell, 1995). 

Sport Sponsorship:  An investment, cash or in-kind, in an activity in return for access

 to the exploitable commercial potential associated with that activity (Meenaghan,

 1991).  These sponsorship theories applied in the sporting event context

 (Meenaghan, 1998).   

Strategic Greening:  Green marketing approach that involved an integral, holistic

 approach which encompasses the three levels in greening: strategic, quasi

 strategic, and tactical (Ajay Menon & Anil Menon, 1997).   

This dissertation is presented beginning with a literature review highlighting 

LEED Certification information, green marketing trends, and the research and theoretical 

concepts relevant to the study.  The next chapter, Chapter 3, details the methodology 

implemented in the research process including the research design, participant selection, 

and data analysis.  Chapter 4 follows with the findings of the project.  The final chapter 

discusses these findings in relation to each of the research questions and the overall study.  

The implications for sport marketers of public sport facilities are examined with 

supporting data located in the appendices. 
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Chapter Two:  Review of Literature 

  This literature review introduction presents a brief overview of the impact 

environmental sustainability has had on facility greening and marketing.  Over the past 

few decades, the concepts of green design and environmental sustainability have evolved 

into a mechanism for facility managers to deal with limited resources and reduce their 

environmental impact (Kessenides, 2005).  Green Building Basics (2007) defined a green 

facility as a structure designed, built, renovated, or operated in an ecologically and 

resource efficient manner.  Sustainability is defined as a facility being designed using a 

holistic approach which protects the environment by incorporating design practices and 

materials that use energy most efficiently (Fried, 2005).  Calhoune and Cortese (2006) 

further clarified sustainability as development that meets the needs of the present without 

compromising the ability of meeting the needs of future generations. 

 By adhering to green practices such as those dictated by obtaining a facility 

LEED Certification, sport facility managers commit to investing resources up front for 

new and renovation construction projects (McCarron, 2001).  Yet, there is little 

experience and shared knowledge on how a LEED Certification can be utilized in the 

process of revenue generation such as sponsorship solicitation.  Obtaining this knowledge 

is important because sponsorships are a major revenue generator for facility management 

(Alay, 2010; Chadwick, 2006).   In fact, using LEED as a marketing tool is a new 

concept, as LEED Certification has only been in existence since 2000 and public sport 

facilities are just starting to adopt these guidelines.   

 Earlier marketing literature addressed the trending of facilities being built to be 

environmentally sustainable and environmentally friendly, yet lacking is research which 
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specifically examined LEED Certified public sport facilities and their green marketing 

potential.  Understanding the concepts of CRM, CSR, exchange theory, and congruency 

theory offer insight into how facility managers may capitalize on a LEED Certified 

facility for revenue generation in areas such as sponsorship revenues.  Chapter Two, the 

literature review, details the LEED Certification and LEED facility trends.  Potential 

benefits of obtaining a LEED Certification are discussed.  An examination of marketing 

strategies, specifically CRM, sponsorships, and other green marketing trends follow. The 

literature review concludes with a discussion on finding the right sponsor to fit with a 

LEED Certified facility.     

Green Marketing Trends 

A number of green marketing trends have evolved since the early 1970’s (File & 

Prince, 2011; Liston-Heyes & Liu, 2010; Mallen et al., 2010; Roy & Graeff, 2003; Irwin, 

et al., 2003; Lachowetz & Gladden, 2003; Polonsky & Rosenberger III, 2001).  Extensive 

information developed on green marketing activities such as strategic greening and 

attention to green awareness and communication.  As these marketing trends continued to 

progress, the use of environmental sustainability as a social issue within cause-related 

marketing strategies has been explored.    

A green marketing approach, organizational strategic greening, was developed by 

Menon and Menon (1997).  For the purpose of the study green marketing activities were 

divided into the three levels: strategic, quasi-strategic, and tactical.  The strategic 

greening level involved a substantial fundamental change in the corporate philosophy.  

The next level of quasi-strategic greening entailed substantial changes in the business 

practices and behaviors.  Within the final level of tactical greening there was a shift in 
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functional activities such as marketing and sponsorships.  Planning and adhering to these 

three levels required deep organizational commitment to green marketing which created a 

new market with few, if any, competitors.  The green marketing approach is presented in 

Table 1.    

 

Table 1: 

Enviropreneurial Marketing Strategies (Ajay Menon & Anil Menon, 1997). 

________________________________________________________________________ 

Dimensions    Strategic   Quasi-Strategic  Tactical 

________________________________________________________________________ 

Nature of EM Strategy Decision 

Scope of strategy   Corporate   Business   Functional 

Locus of decision  Top management  SBU managers  Product, 

(corporate)     marketing                 

          managers 

 

Decision focus    Macro (system)   Micro (firm)   Transaction 

    focus   focus   focus 

 

 

EM Strategy Core Values 

Corporate entrepreneurship  Frame-breaking  Organization renewal  Individual 

         

Social responsibility   Social responsibility  Social responsiveness  Social  

Principle         obligation 

 

EM orientation  Conservationism  Environmentalism  None evident 

Sustainability 

 

Organizational and Implementation Infrastructure 

Coordination mechanisms  Interorganizational  Intraorganizational  Intrafunctional 

Investment  High and visible  Low and invisible Low and  
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       visible 

 

Commitment    Irreversible   Irreversible   Reversible 

Value chain    Supplier and   Supplier   None 

    Customer 

________________________________________________________________________ 

 

Going green offered an organization the potential to decrease operating costs, 

differentiate, or revitalize itself (Polonsky and Rosenberger III, 2001).  Green marketing 

involved an integral, holistic approach that encompassed the three levels of strategic, 

quasi-strategic, and tactical greening.   

Polonsky and Rosenberger III (2001) utilized the greenness of a product to create 

added value, and then influenced companies to recognize this added value and the 

strategic opportunity it presented.  Understanding corporate motivations and pressures for 

going green was necessary in shaping the green marketing process and in determining 

how it was to be implemented.  Strategic environmental activity required an extensive 

long-term financial commitment.  Green promotion communication focused on the 

substantial environmental information with real, meaningful activities.  The information 

was educational, enabling consumers to make more effective decisions based on the 

green information offered.   

Companies have traditionally viewed conservation as a balancing act between 

protecting the environment and pleasing shareholders (Feldman, Soyka & Ameer, 1997).  

Specific research looked at financial information explicit to companies with green 

initiatives (Gifford, 1997; Feldman et al., 1997).  Three hundred and twenty-seven 

companies in the S. & P. 500 Index between 1987 and 1994 and found that those 

companies that had taken steps to enhance their sensitivity to the environment saw an 
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improvement in company finances.  The reasoning behind this financial improvement 

was that investors generally believed a green company was less likely to cause 

environmental damage or be sued for similar actions.  The research model used by 

Feldman et al. (1997) compared each company’s environmental initiatives and stock 

returns.  Evidence confirmed that the market rewarded activities that reduced a 

company’s risk profile and actually positively affected the company’s financial health.  In 

other words, green companies were viewed as less risky investments.  The market 

rewarded activities that reduced a company’s risk profile and positively influenced the 

company’s financial health.  Further research by King and Lenox (2001) found similar 

evidence of environmental performance correlating with financial performance.  The 

authors pointed out, however, that the benefits of improved environmental practices and 

performance did not flow to companies automatically.  Rather, managers needed to 

inform the market that they were working to clean up the environment by advertising, 

issuing reports, and providing detailed information on the company’s Internet site 

(Gifford, 1997).             

The increased research in green purchase intentions generated interest in the 

potential use of green marketing (Polonsky & Rosenberger III, 2001).  Going green 

provided a facility with the prospect of decreasing operating costs (Maxwell, 1996) and 

differentiating or revitalizing itself.  In a recent study by Brownlee, Huberty, Shreffler, 

Yoo and Brown (2012) student attitudes toward green purchase (AGP) were utilized as a 

measure of consumer opinion related to buying green products (Taylor & Todd, 1995; 

Chan, 2001).  Researchers have often found that a positive AGP may significantly 

increase green purchase intentions and green product usage (Chen & Zhang, 2011; Chan, 
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2001; Alwitt & Pitts, 1996).  Therefore, an increase in consumer awareness of an 

organization’s environmental efforts was an essential component of the marketing 

strategy.  Yet, raising this awareness was difficult and often involved multiple 

communication strategies (Simpson, 2003).  Previously implemented green promotions 

involved mailings, e-mail notices, newspaper article, posters, stickers, class room 

presentations, and guest speakers.  An alternative idea involved the installation of a sign 

within the entrance of the LEED Certified building providing data on annual energy 

savings and costs.  Often the high dollar amounts posted on the signs shocked people and 

spurred conversations on conservation.  Other marketing recommendations included the 

launching of a comprehensive outreach program with a catchy slogan, logo, and 

campaign resource materials, and entailed creating and promoting an educational Internet 

Web site (Simpson, 2003).  

The benefits of improved environmental practices and performance did not 

automatically occur for companies.  Rather, managers needed to inform the market of 

their intentions by advertising, issuing reports and/or providing detailed information on 

the company’s internet site.  This reinforced the importance of green marketing strategies 

such as CRM.  Cause-related marketing offered opportunities for companies to use a 

social issue (e.g., the environment) to advance their marketing exposure and public 

relations efforts (File & Prince, 2011; Roy & Graeff, 2003).  By embracing green 

initiatives through the adoption of green standards, organizations were able to market to 

consumers mutually interested in preserving the environment.   
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Cause-Related Marketing  

             Several factors have led to increased cause-related marketing for promoting sport 

facilities.  First, with the increase in public environmental attentiveness in the United 

States, many organizations have developed relationships with specific causes (Mallen et 

al., 2010; Lachowetz & Gladden, 2003; Roy & Graeff, 2003).  Cause-related marketing 

refers to the marketing strategy an organization uses to associate itself with a good cause 

(Kim, Kwak & Kim, 2010; Liston-Heyes & Liu, 2010; Irwin et al., 2003).  The cause can 

be purely altruistic or may serve the organization’s self-interest and image (Kim, Kwak & 

Kim, 2010) as it involves an exchange of resources.  From 1990 to 1993 corporate 

spending on agreements between non-profit organizations and corporations increased by 

more than 150%, reaching near the $1 billion mark (Irwin et al., 2003).  CRM initiative 

spending continued to grow, reaching an estimated $1.51 billion in 2009 (Lee & Ferreira, 

2011).   These monetary reports marked the integration of social issues into many 

organizations’ marketing plans, as well as the economic impact CRM had on 

corporation’s finances.  Understanding CRM is a necessary step in successfully 

marketing a LEED Certified sport facility.  

The escalation of committed CRM funds and resources generated interest as to 

what influenced the selection of specific causes (Liston-Heyes & Liu, 2010).  Cause-

related marketing activities of firms traded on the London Stock Exchange were 

examined for patterns in the key strategic elements.  Cause-related marketing initiative 

findings included an increase in corporate CRM commitments with a preference by 

financial firms to align themselves with art and sport causes and a preference of retail 

firms to select more diverse causes other than sports (Liston-Heyes & Liu, 2010).  
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Participants included in the study believed that long-term alliances with causes earned 

benefits such as enhancing the image of the company.   

Furthermore, as government funding for public facility development was 

declining, new sources of revenue were being pursued (File & Prince, 1998).   At this 

time CRM investments increased, but the motivation behind this increase was not 

understood by facility and marketing directors.  Research examined the complex tradeoff 

between cause-related marketing and nonprofit businesses involved in the arts.  The study 

of 478 businesses reported that about 40% of privately held business owners participated 

in CRM to a significant degree.  The intentions of these businesses were either to enhance 

their company image or improve product and/or service marketing through corporate 

contributions to specific causes.  Green documentation was deemed critical to effective 

facility CRM (Simpson, 2003).  Recording what energy projects had been completed, 

units of energy and energy dollars saved, along with specific environmental benefits were 

viewed as invaluable for future green marketing activities including public relations 

support.  Documentation of green initiatives enabled corporations to better communicate 

CRM efforts to consumers. 

In addition to communication of green initiatives, research has identified other 

cause-related marketing trends.  An examination of green marketing trends identified key 

strategic concepts and looked into their effectiveness (Ginsberg and Bloom, 2004).  Keys 

to green marketing began with the marketing mix and the fact that consumers were not 

likely to compromise on traditional products attributes such as convenience, availability, 

price, quality, and performance.  The second key concept of green marketing identified 

was the non-existence of a single green marketing strategy that worked perfectly for all 
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companies.   Managers who understood the variety of individual marketing strategies and 

the motivations behind each of them were better prepared to help the organization benefit 

from green marketing approaches.  Successful green marketing acknowledged the 

integration for the environment that happened in nearly every industry, therefore a 

company needed to consider the green marketing being done by competitors.  Proper 

research and preparation enabled businesses to provide information on the environmental 

impact outcomes of their facilities and services.  Although consumers consistently stated 

they would prefer to choose a green product over one that is less environmentally friendly, 

the lack of appropriate marketing often failed to made products resulting from green 

initiatives obvious to the consumer (Ginsberg & Bloom, 2004). 

The use of cause-related marketing within the sport industry has increased in 

popularity.  One example of sport CRM can be seen with the commitment of New 

Balance Athletic Shoe, Inc. to the Susan B. Komen Breast Cancer Research Foundation.  

This support came largely in the form of a sponsorship for the Komen Race for the Cure 

series of 5K road races and walks.  These sporting events occurred in more than 100 

United State cities and touched more than one million people (Lachowetz & Gladden, 

2003).  Another sport CRM example was the FedEx St. Jude Classic professional golf 

tournament.  This sport event featured CRM research with an examination of attitudes, 

beliefs, and purchase intentions of consumers exposed to a firm’s sponsorship of a 

specific sport event (Irwin et al., 2003).  Results suggested that their consumer intentions 

toward the sponsoring company, FedEx, were positively impacted by the corporation’s 

involvement with CRM strategies.   A specific CRM benefit for the sponsor included 

increased financial performance, as consumers revealed that buying from a company that 
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made charitable contributions was important (Irwin et al., 2003).  Between 45% and 65% 

of consumers reported they would purchase products from the sponsoring company, and 

that some were even willing to pay more for environmentally friendly products.  In this 

particular case consumers supported the CRM approach through favorable attitudes and 

purchase intentions.   

Evidence of cause-related marketing can be found in the professional sport 

industry as well.  For example, Lance Armstrong’s Live Strong Foundation offered NIKE 

Corporation a charity with a cause to partner with (Pharr & Lough, 2012; McGlone & 

Martin, 2006).  In return, NIKE promoted a positive image that enhanced the brand.  This 

integrated strategic positioning as a strategic positioning and marketing tool linked NIKE 

to a relevant social cause, cancer research. In this example the cause-related marketing 

strategy offered mutual benefits for both NIKE and the Live Strong Foundation.  Another 

professional sports example utilizing cause-related marketing was found in the Women’s 

National Basketball Association (WNBA) with a specific corporate sponsor, Sears.  Sears 

teamed up with the WNBA to promote breast health awareness (Roy & Graeff, 2003).  

Promotional strategies included on-line auctions of merchandise and “Breast Cancer 

Awareness Nights” at WNBA games.  Money raised through this partnership has been 

donated to the National Alliance of Breast Cancer Organizations as part of a one million 

dollar commitment the WNBA has made to the cause.   

Lachowetz and Gladden (2003) recognized the essential need for a strategic 

framework for managing sport CRM.   Based on previous CRM research and the 

branding theory, three conditions were deemed necessary for understanding CRM and for 

producing intended outcomes within a sport context.  These three necessary conditions 
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were described as:  enhanced brand image, enhanced brand loyalty, and consumer brand 

switching.  When cause-related marketing efforts were conducted with these three 

conditions in mind both the non-profit and the corporation experienced benefits.  To 

manage CRM successfully, the commitment to the cause needed to be evident throughout 

the corporation.  If the consumer perceived a superficial commitment by the corporation, 

the CRM efforts were unsuccessful.  The authors recognized the uniqueness of CRM 

within the sport context and termed it cause-related sport marketing, or CRSM.  Cause-

related sport marketing was also analyzed through a structural model that measured 

perceived CRM, team image and the re-attendance intentions of 310 volunteers (Kim, 

Kwak & Kim, 2010).  For the purpose of Kim’s (2010) study, researchers looked at 

consumer perceptions of CRM and how the perceptions affected re-attendance intention.  

The findings showed a relationship between perceived CRM and attitudes toward the 

team.  When the fans viewed the CRM actions of the team as positive and true, there was 

an increase in their re-attendance intentions.    

The importance of staff members who understand and support the CRM strategies 

within an organization was identified by Ginsberg and Bloom (2004).  Both the 

organization and the staff member community needed to support the CRM strategy for it 

to flourish.  Enthusiasm and ideas that originated from the staff team proved to be an 

essential piece of a socially responsible team operation.  Building and maintaining 

organizational credibility was something staff members assisted the organization with.  

Properly implemented green marketing increased the emotional connection between 

consumers and an organization that has been branded as green.  The emotional 

connection led to increased sales and increased stock prices.   
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 For decades the use of sport CRM has growth into a strategic approach to market 

sport products and services together with a social cause.  Specific social causes have 

included issues such as breast cancer awareness, environmental issues, and number of 

other pressing social concerns of the community.  Often, in the process of sponsorship 

solicitation, these causes are being highlighted by companies participating in CRM 

strategies to entice corporations to align themselves with another organization.  

Understanding corporate green initiatives and being able to communicate these 

effectively has become vital to effectively using CRM to solicit revenues.   

Leadership Energy and Environmental Design (LEED) 

Leadership Energy and Environmental Design (LEED) was developed in 1998 by 

the United States Green Building Council (USGBC) and launched in 2000.  Since that 

time LEED has become an internationally recognized green building certification system, 

providing third-party verification that a facility was designed and built using 

environmentally sustainable strategies.  The intent of the strategies was to improve 

performance such as energy savings, water efficiency, carbon dioxide emissions 

reduction, improved indoor environmental quality, and a general stewardship of resources 

and sensitivity to their impacts (U.S. Green Building Council, 2012).  A LEED 

Certification provided building owners and operators a concise framework for identifying 

and implementing practical and measureable green building design, construction, 

operations, and maintenance solutions.  Operators of facilities that have achieved 

certifications through USGBC’s LEED rating system have led the push towards 

improved environmental sustainability by meeting a host of building and functional 

requirements (Nowlin, 2008).   
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The LEED Certification system encouraged global adoption of sustainable green 

building and development practices through the creation and implementation of 

universally understood and accepted tools and performance criteria (Porteshawver, 2009).  

The certification consisted of rating systems for the facility design, construction, and 

operation.  Buildings could qualify for one of the following four levels of certification:  

Certified (40 to 49 points), Silver (50 to 59 points), Gold (60 to 79), or Platinum (80 

points and above) with Platinum being the highest level of a certification a facility can 

achieve.  Points were distributed across six major categories: (1) location and siting (2) 

water efficiency (3) energy and atmosphere (4) materials and resources (5) indoor 

environmental quality (6) innovation and design.  The certification process involved 

submitting an application to the USGBC in order to document compliance with the rating 

system and achievement of points within each of these six areas (U.S. Green Building 

Council, 2012; Porteshawver, 2009; Green Building Basics, 2007).   

The USGBC has maintained the position as the regulatory agency for LEED, but 

the green measurement tool has continuously been modified by input from global leaders 

in the building industry.  Since launching in 2000, LEED has become an international 

standard, certifying ES projects in 41 countries and each of the United States (Nowlin, 

2008; Bronin, 2008; Lockwood, 2006).   Various LEED initiatives including legislation, 

executive orders, resolutions, ordinances, policies, and incentives were found in 45 states, 

including 442 localities (384 cities/towns and 58 counties), 35 state governments 

counting the Commonwealth of Puerto Rico, 14 federal agencies or departments, and 

numerous public school jurisdictions and institutions of higher education across the 

United States (U.S. Green Building Council, 2012).  
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LEED Certified facility development.  Government agencies have been held 

accountable for investing public dollars in ways that are viewed as productive and 

responsible by the communities they represent (Lathrope, 1997).  Yet, even at a time 

when government resources were limited, sport facilities continued to be publicly 

subsidized through financial mechanisms such as government bonds backed by general 

sales tax increases.  Unfortunately, these conventional sport facilities have not always 

yielded revenues as profitable as predicted.  The lack of financial performance put 

pressure back on the community to provide additional relief through public tax extensions 

past the initial agreed upon repayment period (Lockwood, 2006).  Although continued 

public subsidization of sport facilities ensured that teams played in the biggest and the 

best facilities, these sport facilities were not necessarily being constructed or operated in 

an environmentally friendly manner (Porteshawver, 2009).   

Public environmental concerns included pollution, water shortages, 

overpopulation, deforestation, and global warming (Mallen et al., 2010; Wolff, 2007), 

which brought the idea of environmental sustainability to the forefront for facility 

designers and construction crews.  The idea behind an environmental sustainability meant 

a facility designed to operate on decreased fossil fuels burning, improved fuel efficiency 

and entailed an overall conservation of natural resources in the daily facility functions.  

Prior to this movement, public environmental concerns were not consistently addressed in 

the design of public sport facilities. 

The venue site selection and design processes were both critical steps in the 

building process and often occurred simultaneously (Sabrina, 2011).  Sport facility 

architecture was driven by geometry with aspects optimized to balance complex 
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requirements such as venue capacity, comfort, quality, and location of all amenities; the 

design process gave shape, scale, texture, and warmth to the space.  A number of 

challenges existed within facility design development including energy efficient and cost 

effective systems, and energy saving strategies.  When creating a new facility, utilization 

of the LEED Certification process offered designers guidelines that promoted 

environmental sustainability including the selection of materials, indoor environmental 

quality, and ideas for energy and water conservation (Sabrina, 2011).  An example such 

as the installation of turbines mounted on upper decks offset some of the energy demands 

of a typical baseball game (Wolff, 2008).  

Venue site selection involved strategic planning by the facility management crew 

to include the three areas of economic, environmental, and social site planning (Bae & 

Kim, 2008).  Organizations that expanded site selection to incorporate green initiatives in 

each of these areas experienced positive bottom line effects.  Environmental awareness 

meant choosing a sustainable site by taking into consideration the resource limitations 

and the exploitation which could cause significant environmental and social disruptions.  

Environmental awareness included pollution reduction, waste management, and energy 

consumption awareness (Bae & Kim, 2008).  For example, constructing a stadium near a 

public-transit line reduced the need to build vast parking lots (Wolff, 2007).  In fact, 

Wolff (2007) named Fenway Park as the greatest ballpark in the country because driving 

and parking onsite was proven to be extremely difficult, thereby promoting alternative 

transportation methods.  

Sport facilities constructed with green initiatives benefit communities in several 

ways (Lathrope, 1997) such as requiring less water and energy, lowering greenhouse 
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emissions and providing a healthier work environment (Lockwood, 2006).  Facilities 

built to comply with the LEED Certification criteria cost 5% to 10% more to build, but, 

maintenance and energy cost savings recouped the initial extra expenses over time (Fried, 

2005; McCarron, 2001).  Through the process of lifecycle costing the initial building 

material costs, maintenance costs, and replacement costs, the operations resulted in more 

efficiency and conserved energy.  As renovation and construction projects moved 

forward, often teams and cities choose to build green facilities that were sustainable, 

efficient, and ensured the greatest return on multi-million dollar investments.  Teams and 

facility developers implemented these environmentally sustainable measures voluntarily, 

optimistic of influencing other facility managers to adopt green policies and influencing 

future environmental policies (Porteshawver, 2009).   

With the increased pressure to change current patterns of consumption and create 

better ways to use natural resources, investing public monies to build traditional sport 

facilities has become, for some,  an outdated method (Michaut & Watson., 2008).  This 

belief has resulted in an increase in the number of LEED Certified facilities being 

constructed in recent years.  A 2013 international update by the USGBC reported 50,000 

LEED Certified buildings and LEED-registered projects which comprised a grand total of 

nine billion square feet of LEED Certified facility space.  This number included a 

growing amount of LEED Certified sport and recreation centers in the United States.   

The LEED Certification commitment offered several advantages for green facility 

managers.  First, as sustainable designs quickly became an industry standard for new 

construction and operations, a concern for the environment was addressed through 

innovative designs.  These designs were not only creative, often viewed as cutting edge in 
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the industry (Bruening, 2011) but the belief in incorporating sustainable practices quickly 

spread as greenness became an essential part of approach to new building projects.   

Facilities adhering to LEED Certification standards also conserved resources. By 

investing in green practices organizations demonstrated a commitment to the 

environment and worked to improve city infrastructures in new and unique ways 

(Porteshawver, 2009).  The environment was now considered a social issue that an 

organization could address through proper building design, construction, and operations.  

These new sustainability efforts by facility teams were viewed positively by their 

communities.  

Another benefit of investing in a LEED Certification was realized through 

financial savings experienced through a facility which operated efficiently.  These 

financial benefits were fully realized when methods were incorporated at the project’s 

conceptual design phase with the assistance of an integrated team of professionals.  When 

compared to conventional buildings, green buildings also used resources more efficiently 

during the construction phase as well as during operations (Nowlin, 2008; Ries et al., 

2006; Fried, 2005).  Green facilities offered additional financial paybacks to those people 

who worked within the facility, as well as those in the surrounding communities.  Studies 

found that LEED facilities provided healthier working and living environments which 

contributed to a higher productivity and general improvement in employee health and 

comfort (Nowlin, 2008; Ries et al., 2006).   

Embracing a LEED Certification yielded benefits for facility designers, builders, 

and managers.  By viewing the environment as a social issue, corporation leaders have 

demonstrated social responsibility through the adoption of green policies and green 
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marketing practices such as cause-related marketing.  This trend has brought the focus of 

LEED Certification to the forefront of green marketing and highlighted the opportunity of 

additional financial savings and revenue opportunities (Babiak & Trendaflovia, 2010).   

            Choosing a LEED Certification over B3 guidelines.  Professionals in the sport 

industry have questioned why chose a LEED Certification over other comparable green 

standards such as the Minnesota State B3 guidelines.  Investigation of acquiring a LEED 

Certification verses following Minnesota State B3 guidelines highlighted the main 

differences between the two.   Additional expenses were those related to LEED 

registration, commissioning and modeling (Suttrell, 2006; Altwies, 2002).  These 

expenses were estimated at 0% to 15% of the total construction costs depending upon the 

individual project and level of LEED being sought (Understanding the Costs, 2012; Yu, 

2009; Nicolow, 2008; Nowlin, 2008; McCarron, 2001).  Even with the additional costs 

the manager of a state building project would choose a LEED Certification over 

following B3 guidelines. 

LEED was developed by the USBGC and put into action in 2000 as a third party 

verification system for green projects (U. S. Green Building Council, 2012).  A team of 

experts, together with international input from practicing professionals have continually 

updated the LEED guidelines.  Europe has been aggressive in environmentally friendly 

building initiatives and, among several other participating countries world-wide, offered 

insight into the LEED Certification program (Matten & Moon, 2004).  Having the input 

of international industry leaders assisted the United States in remaining complaint with 

green policies that may otherwise be overlooked in this country through the use of LEED.  

When comparing this strategy to the development of local state guidelines, where the 
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focus may be on smaller venues or projects with a narrower view of the environment, 

LEED Certification offered the facility manager a more global perspective and option. 

The third party non-profit trade organization, The Green Building Certification 

Institute (GBCI) promoted sustainability in how buildings were designed, built, and 

operated.   The LEED Certification was established in 2000 by GBCI.  Since that time 

GBCI has been responsible for granting both LEED project certification and professional 

credentials recognizing excellence in green building performance and practice.  Green 

Building Certification Institute administered project certification for commercial and 

institutional buildings and tenant spaces under USGBC’s LEED rating system. They also 

managed the professional credentialing program including the LEED Green Associate 

and LEED Accredited Professional credentials (U.S. Green Building Council, 2011).  

These trainings offered managers global professional guidance in the environmentally 

sustainable initiatives and support throughout the design, construction, and operation 

processes.  LEED Certification resources have proven to be beneficial to project 

managers in developing high green standards and procedures for their facilities. 

When given the option between private management and government control over 

an environmental green building program, some believed less government was best 

(Shafer, 2003).  Rather than involving the government in projects that were built and 

managed by private businesses, it was less biased to allow a third party to lead the green 

certification management process (Jones, 2009).  In a 2009 Gallup poll, 55% of 

Americans stated that they felt big government was the biggest threat to the country in 

the future.  This was compared to 32% for big business and 10% for big labor.  The 

USGBC might have been mistaken for a government agency, but it is not.  The USGBC 
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is a private 501(c)(3) membership-based non-profit organization. At the end of February 

2010, USGBC had more than 18,500 member organizations from every sector of the 

building industry (U.S. Green Building Council, 2012).   

Controversies existed between federal and state government environmental 

policies (Gross, H., Shafsky, H. & Brown, K., 2001).  One example was the federal 

Interagency Ecosystem Management Task Force conflict with the policy of the western 

states, the Enlibra Doctrine.  The Enlibra initiative emerged at a state level to give 

various interests within the state greater influence in ecosystem management activities 

(Malone, 2000).  State actions such as Enlibra were not compliant to the federal 

regulations of the US Federal Ecosystem Management Initiative.    This federal initiative 

was a proactive approach to ensure a sustainable economy and environment through 

ecosystem management.  This was significant as the federal government managed about 

700 million acres of land in the US, the equivalency of more than one-fourth of the 

country.  The difference in state and federal ecosystem roles and policies created political 

tensions surrounding public natural resource management often detrimental to 

environmentally sustainable initiatives (Malone, 2000).  With inconsistent policies being 

adopted between various levels of the government, state guidelines did not offer a 

universal non-political option for a manager seeking guidance on a green facility 

certification, but the USGBC did. 

A LEED Certification brought with it a brand, a distinct name highly recognized 

and renowned.  From a corporate financial perspective, brand equity has been defined as 

the incremental cash flow resulting from a product with a brand name verses the cash 

flow that would result without the brand name (Shocker & Weitz, 1998).  Raising brand 

http://en.wikipedia.org/wiki/501%28c%29
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awareness was used for stimulating the sales of products and services and leveraging 

corporate reputation (Dolphin, 2003).    Research determined that favorable brand equity 

increased the probability of brand choice, consumer retention, profit margins, willingness 

to pay premium prices, consumer search, marketing communication effectiveness, 

positive word-of-mouth, brand licensing opportunities, and brand extensions.  

Furthermore, brand equity decreased vulnerability to competitive marketing actions and 

elastic premium prices (Aaker, 1996).  

Once a facility achieved a LEED Certified status, the manager had a unique 

opportunity to use the LEED brand as a marketing tool (Hall, 1993).  A LEED 

Certification offers a universal marketing tool that is effective in marketing for 

sponsorships and community support. (Turman, personal communication, February 14, 

2013).  A facility manager who recognized this opportunity and understood both the CSR 

and CRM concepts, linked these into the green marketing strategies for sponsors, fans 

and members.  Brand strategies incorporated the more well-known name “LEED” to 

potentially draw attention to the facility and create a sense of connectedness with the 

environmentally conscious consumer.  The branding concept was found to be effective in 

shaping the image of the organization’s brand in both new and emerging markets (Berry, 

2002; Hoek, 1997).  Unfortunately, state environmentally sustainable programs such as 

the MSBG’s guidelines of the Buildings, Benchmarks & Beyond Project (B3) and the 

California Sierra Nevada Ecosystem Project did not offer the same magnitude of 

opportunity for marketing returns as the LEED brand.  These other state and local green 

standards are not universally known (Turman, 2013).  As a result B3 is not a good 

marketing and sponsorship strategy.  B3 does not have the credibility of a LEED 
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Certified facility because the evaluation for sustainability is based on the honor system, 

i.e., not peer reviews with information voluntarily reported to the state by the architect 

and the contractor.  Further, since B3 is on the honor system, it is free so it also lacks 

incentive to report.  Building according to B3 guidelines, if achieved, is essentially the 

same as a rating between LEED Gold and LEED Silver. 

Given the advantages and disadvantages of investing in a LEED Certification 

over alternative green guidelines such as B3, a project manager would choose a LEED 

Certification.  This program was developed by a third party to offer global perspectives 

and initiatives without the political repercussions of being a government agency.  LEED 

incorporated professional accredited trainings and resources for facility designers, staff 

members and construction managers.  Moreover, the LEED brand came with 

international name recognition which can be used in green marketing strategies.  

Although additional expenses with the LEED Certification process were predicted 

(Suttrell, 2006), through proper planning from early on these expenses could be 

significantly reduced.  For these reasons a facility manager would choose LEED 

Certification over state guidelines such as B3.  This decision was confirmed at Sonoma 

State University (SSU) in California in 2004.  Even though California was considered a 

leader in ecosystem management with the California Resources Agency planning and 

managing projects (Schmidt, 2007; Malone, 2000), SSU implemented the LEED 

Certification into the recreation center project (Green Building Research Center, 2006).   

When the recreation center opened the facility was named Mauna Loa Fitness 

Center by SSU students to represent the strength and dominance of the earth's largest and 

most active volcano.  The Mauna Loa Fitness Center committed to a sustainable model in 
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order to meet the student body’s present needs without denying resources to future 

students.  The priority was to explore and utilize technologies and practices that 

efficiently used energy and resources.  The United States Green Building Council’s 

LEED rating system guided the sustainable design and construction to a LEED Silver 

level (Green Building Research Center, 2006).   

Green materials used extensively in the interior demonstrated that a highly 

sustainable building could be constructed within the budget of a conventional recreational 

facility.  Numerous construction materials contained a high percentage of recycled 

content including the carpet, rubber flooring, bathroom partitions, lockers, chairs, desks, 

benches, and other furniture. In addition to using green construction materials, the design 

team focused heavily on energy and water efficiency.  The Mauna Loa Fitness Center 

management was successful in creating a facility that reduced pollution and waste, and 

raised facility efficiency and environmental awareness among the university community 

(Green Building Research Center, 2006).   

The Sonoma State University example was confirmation that, when given the 

opportunity to build according to state guidelines or LEED Certification standards, 

facility design and management teams opted to adopt the LEED standards.  This trend 

will continue as long as LEED Certification remains the internationally renowned and 

respected green measurement tool.  To date the tool continues to be modified and 

improved by experts within the green building industry with USGBC as the regulatory 

agency.  Leadership Energy and Environmental Design offers a facility management a 

valued procedure by which to successfully design, build, operate, and market a green 

facility.   
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Other examples of LEED Certified sport facilities featuring ES amenities include 

Gold LEED Certified Firstenburg Community Center in Vancouver, Washington.  

Firstenburg Community Center opened in 2006, at a cost of $21.1 million and offered the 

public an exercise pavilion, natatorium, gymnasium, and community rooms.  During the 

design process, the Firstenburg engineers, county and city operations specialists, and park 

and recreation professionals were open to green ideas.  For example, rather than installing 

a traditional heating and cooling systems, the design team decided to use a pump system 

which runs hot or cold water through the concrete floor slab to control the indoor 

temperature.  Firstenburg’s design also featured windows that opened automatically when 

an increase in atmospheric carbon dioxide was sensed, which indicated a heat gain.  The 

design utilized a system of water filtered from the pool that circulated the inside of the 

building with every flush of the toilets in the locker rooms.  Overall, the environmentally 

friendly design of Firstenburg decreased energy costs by 30% for the community center 

(Nowlin, 2008). 

Springwood Youth Center in King County, Washington, opened in 2006 at a cost 

of $3.4 million.  Amenities were comprised of a gymnasium with a stage, recreation 

room, computer lab, classrooms, arts and crafts area, industrial space, and a kitchen.  

Facility planners and builders wanted a youth center that not only served the community, 

but also achieved Silver LEED Certification because they felt LEED enhanced the 

welfare of the membership and the neighboring creek.  Construction materials and paints 

were chosen that reduced the release of toxic fumes into the atmosphere.  Other 

environmental features, such as low-flow fixtures such as showerheads and toilets, and 

waterless urinals, reduced water consumption by 50%.  Even landscaping was designed 
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and constructed to be drought tolerant and required minimal care.  The feel of the 

building was light and airy with 50% of the interior lit by natural light which reduced the 

energy consumption required to heat and cool the building.  Springwood took extra 

construction waste management efforts by diverting more than 80% of the construction 

waste from going entering landfills (Nowlin, 2008). 

The test of exclusively building environmentally sustainable facilities was set by 

the City of Portland through the requirement that all new municipal buildings obtain at 

least a Gold LEED certification.  In 2009, The East Portland Community Center 

natatorium met the challenge as the first Platinum LEED Certified aquatics center in the 

United States (Brown, 2010).  The 22,000 square-foot aquatics center took cutting edge 

approaches to conserve water and energy making this facility a model of sustainability.  

The success of the project was credited to an integral process involving input from 

architects, engineers, contractors, and the facility owners and operators.  With an 

integrated approach from the beginning, the overall green investment costs were 

controlled (Brown, 2010).        

 Since the development of LEED, University programs have joined the list of 

LEED Certified facilities such as the University of Cincinnati, The College of William 

and Mary, and The University of Minnesota Duluth.  The University of Cincinnati 

Recreation Center opened in Cincinnati, Ohio, in 2006.  The Recreation Center featured a 

leisure pool, lap pool, whirlpool, three fitness centers, eight racquetball courts, six-court 

gymnasium, suspended track, 40-foot climbing wall, and over 200 fitness machines.  The 

recreation center was established to be a green project from its inception with the 

contractors’ bid documents.  The site was designed so that the landscaping around the 
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building and the facility’s reflective roof drove heat away from the interior.  Inside the 

facility low water consumption processes were featured and recycled resources made up 

nearly 30% of the construction material (Nowlin, 2008). 

 The College of William and Mary Recreation Center in Williamsburg, Virginia, 

also opened in 2006.  This $9.2 million recreation center project involved a 40,000 

square-foot expansion including additional exercise machines, two-story rock climbing 

wall, exercise rooms, and a multi-use court.  Because this project was a renovation, 

meeting LEED Certification standards was more challenging.  Despite the challenge, 

ultimately 24% of the facility materials were manufactured from within 500 miles of the 

site, and 52% of the total construction waste was recycled.  The paint, carpet, wood, and 

other supplies were based on low fuel emission and the water treatment system reduced 

sediment from runoff.  Integral parts of the environmental impact of the building focused 

on waste disposal, the use of green materials, and the location being highly accessible to 

existing public transportation (Nowlin, 2008).     

 In 2010, the University of Minnesota Duluth partnered with the Duluth 

Entertainment Convention Center and provided students a new LEED Certified hockey 

arena.  The $80 million AmSoil Arena project was one of the first arenas in the world to 

achieve LEED Certification through maximized energy efficiencies, recycling programs, 

and other green aspects including the use of new and renewable resources throughout the 

facility.  Overall, the LEED Certified project reduced energy use by 60% over traditional 

arenas (www.ci.duluth.mn.us).   

 Professional sport organizations have not been exempt from the progression of 

LEED Certified public sport facilities.  The Washington Nationals built the first LEED 
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Certified stadium by adhering to certification requirements in implementing sustainable 

design features such as energy lighting, an automatic control system, that monitors air 

conditioning and energy use, green roofs, dual-flush toilets, and low flow sinks (Wolff, 

2007).  LEED Certified Gillette Stadium in Foxborough, Massachusetts featured a water 

filtration and recycling system that collected and recirculated used water with each toilet 

flush (Wolff, 2007).   

The Natural Resources Defense Council has collaborated with the National 

Football League (NFL), National Basketball Association (NBA), and Major League 

Baseball (MLB) in an effort to create greener sport teams, events, and venues.  One 

example of these efforts was seen in response to the expected environmental impact of 

National Football League (NFL) Super Bowl XLI in Miami, Florida.  The Super Bowl 

emitted an estimated one million pounds of carbon dioxide into the air.  In response, the 

league planted 3,000 trees around Florida an attempt to pull at least the estimated one 

million pounds of greenhouse gas out of the atmosphere (Wolff, 2007). 

Exploration into the environmental impact potential of NASCAR racing 

determined that, by embracing ES practices, motor sports could have an immediate 

impact on public awareness of the planet’s environmental issues (Wolff, 2007).  The 

Formula One circuit has already discovered hybrids and biofuels, Indy cars use fuel 

mixed with ethanol, and NASCAR poised itself to phase out lead gasoline which was 

determined to be a neurotoxin.  A NASCAR driver who role modeled ES was found to be 

successful in influencing NASCAR fans (Wolff, 2007).   

Through the review of LEED Certified sport facility examples a number of green 

initiatives were highlighted.  These green initiatives may potentially offer marketers new 
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avenues for promoting their venues.  Marketing the facility to fans, members, and 

sponsors offer sources of revenue.  Specific to sponsorship revenue, these green features 

may be viewed as influential in attracting and securing sponsors.  Sponsorship, 

specifically the idea of sport sponsorship, is explored next. 

Sponsorship 

Throughout the evolution of sponsorship management, researchers have been 

challenged to determine an exact definition for sponsorship.  Research studies by Tripodi 

(2001), Erdogan and Kitchen (1998), Grimes and Meenghan (1998), Thwaites (1994), as 

well as a literature review by Meenaghan (1991), suggested definitions that varied 

depending upon the individual sponsor’s objectives.  A definition which adopted a 

commercial orientation in the treatment of sponsorship was designed by McCarville and 

Copeland (1994) to include three essential elements:  sponsor donates cash or an in-kind 

contribution; the activity that a given company sponsors is not part of its own commercial 

functions; and the sponsor expects a return in some form.   Other authors offered similar 

definitions such as:  The purchasing of an association with the sponsored for marketing or 

communication purposes (Otker, 1998) and the use of marketing activities to create and 

communicate an association with a sponsorship (Cornwell, 1995).  Sponsorship packages 

included several options including items such as fixed advertisement placements, 

cobranded content sections, and advertorials (Dolphin, 2003) which serve as a major 

revenue generator for sponsees.   

Similar to the sponsorship definition, sponsorship objectives were found to be 

wide-ranging (Dolphin, 2003; Tripodi, 2001; Hansen & Scotwin, 1995; Javalgi, Traylor 

Gross & Lampman, 1994; Crowley, 1991).  Most often the objectives aimed to establish 
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a unique advertising opportunity rather than a typical advertisement.  Dolphin (2003) 

believed sponsorships involved a number of marketing objectives including enhancing a 

corporation’s image, promoting brand awareness, increasing community goodwill, and/or 

adding value to organizational communications.   The importance of establishing clearly 

defined sponsorship objectives was highlighted through research by Tripodi in 2001.  

Expanded sponsorship research has examined the strategic role of sponsorship usage in a 

sporting context (Dolphin, 2003).  Sport sponsorships have offered unique global brand 

communication opportunities for many corporations such as Coca-Cola, Shell, and 

Gillette (Kolah & Barnes, 2003).  In order to conduct sponsorship studies within a 

sporting context, researchers have defined sport sponsorship and explored objectives 

through the application of the exchange theory, congruency theory, and concepts such as 

target marketing (Shanahan, 1998) and branding.   

Sport Sponsorship  

For application within the sporting industry, sponsorship has been more narrowly 

defined as an investment, cash or in-kind, in an activity in return for access to the 

exploitable commercial potential associated with that activity (Meenaghan, 1991).  The 

relationship between the sponsor and sport organization has become a highly synergistic 

one involving strategic collaboration and mutually beneficial outcomes (Farrelly, 2010).  

The sponsorship relationship may involve goodwill intentions, but is not necessarily 

centered specifically on philanthropy (Copeland, Frisby & McCarville, 1996).  Sport 

sponsorship is a recognized corporate marketing tool which has been integrated 

worldwide into many events, competitions, and individuals.   These avenues provided 
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marketing opportunities through bearing the name of, or closely aligning with a corporate 

sponsor (Arthur, Scott & Woods, 1997).   

Evidence of sponsorships in sport has existed, in one form or another, since the 

days of ancient Rome in 65 BC (Arthur et al., 1997).  The popularity of sport 

sponsorships has progressively increased with a 1995 report stating that over 75% of the 

total sponsorships were sport related.  Sport sponsorship has become big business in a 

number of countries including the United States (Amis, Pant & Slack, 1997; Arthur et al., 

1997). These sport sponsorships ranged from the provision of little league uniforms to the 

funding of professional sport arenas (Thwaites, 1995).  By 2001, the combination of 

corporate sponsors and sport organizations were visible in the majority of public events 

(Kover, 2001) and the use of sport sponsorships for marketing purposes had become a 

routine, expected norm (Ashill, Davies & Joe, 2000).  A notable sport sponsorship 

example involved Manchester United, the largest soccer club in the world in financial 

terms.  Manchester United signed a long-term sponsorship deal with NIKE worth 

approximately $300 million in 2001.  This example demonstrated the enormous 

economic role that sponsorships play in the sporting industry. 

Due to the surge in sponsorship use in the mid 1990’s (Ashill et al., 2000; Kinney 

& McDaniel, 1996; Thwaites, 1995), researchers have often viewed sponsorship as a 

newer brand and communication tool (Cornwell & Maignan, 2001).  This was especially 

true when comparing sponsorship with other marketing strategies such as advertising and 

direct marketing (Kolah & Barnes, 2003).  Recent research reiterated the importance of 

sponsorship within the sport marketing industry (Lamont, Hing & Gainsbury, 2011; 

Mack, 1999; Copeland et al., 1996).  Sport sponsorships offered sponsors the unique 
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opportunity to generate publicity (Day & Pratt, 1971), alter public perceptions, increase 

brand awareness, enhance brand image (Gwinner & Eaton, 1999), and reach new markets 

(Doherty & Murray, 2007).  Research also established that sponsorship was more 

effective when supported by other marketing strategies (Gross, 1987; Kuzma, Veltri, 

Kuzma, & Miller, 2003).   

Sport sponsorship possessed several characteristics that supported typical 

marketing efforts (McCarville & Copeland, 1994).   One such characteristic was the 

corporate opportunity to target markets that matched preferred clientele and magnify the 

impact of the advertised message.  As sports possess distinct characteristics, sponsors 

were able to differentiate their message through alignment with various sport 

organizations, events, and athletes.  Through the use of sport sponsorships, corporations 

expressed interest in local activities which positively influenced the quality of life for 

their own workforce while enhancing community goodwill.  These positive 

characteristics influenced corporate decision makers to become engaged, recognizing the 

important role sponsorship offered to an organization’s marketing mix.  

A progressive example of using multiple marketing strategies simultaneously 

occurred when the Charlotte Bobcats owner Michael Jordan signed a deal with 

Presbyterian Healthcare in Charlotte, North Carolina (Lombardo, 2012).  This unique 

Presbyterian Healthcare contract incorporated a Bobcat team sponsorship with a Michael 

Jordan endorsement deal giving the company rights to use Michael Jordan in its various 

branding efforts.  Endorsements, sponsorships, and branding were three unique concepts 

combined into this single successful marketing campaign.  
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Theoretical Basis of Sponsorship 

The growing attention to sport sponsorship piqued the interests of sport 

researchers hoping to advise marketers on how to best attract sponsors.  To be successful, 

sport marketers first needed to understand how corporations viewed and assessed 

sponsorship opportunities.  This process involved obtaining knowledge of theoretical 

concepts used to study the effectiveness of past sponsorship deals and to guide future 

sponsorship solicitation strategies.  As previously stated, sponsorship was found to be 

more effective when combined with other forms of marketing such as market 

segmentation and target marketing.  Through these multi-promotional campaign 

strategies, relevant theories emerged and were applied within a sporting context.  These 

theories have been combined for variety of sport sponsorship research studies which will 

be reviewed in the next section of the literature review. 

Exchange theory.  Research often identified the motivations of sponsorship 

engagement participation as involving the perceptions of risk and value.  In a motivation 

research by Andreason (2001) the exchange theory was applied which focused on the 

target audience and a voluntary exchange of resources for perceived benefits.  The 

exchange theory is based on the consumer’s perceptions of the benefits they will receive 

through the consumption of a certain product, or the adoption of a certain behavior.  

These perceptions are a key motivator and indicator of future behaviors.  To persuade 

someone to take part in an exchange the consumer must believe the benefits of adopting 

behaviors outweigh the costs of the purchase (Heimann, 2003; McCarville & Copeland, 

1994).   
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The idea of the exchange theory involved two parties exchanging resources which 

were valued by the reciprocating partner (McCarville & Copeland, 1994).  A sport 

marketer having an informed understanding of which benefits were most important to the 

audience was crucial to a product campaign’s success.  With this information 

management was able to design a behavior or product with a promotional message that 

appealed to the audience’s preexisting values (Andreason, 2001; Smith, 1996).   

Obtaining explicit knowledge of the costs and benefits of actions to be promoted in a 

campaign helped minimize campaign costs and maximize campaign benefits (Heimann, 

2003).  Exchange theory in marketing was originally focused on the direct transfers of 

tangible entities between two parties but soon acknowledged the addition of exchanges 

involving meanings, symbols, and other intangible items (Bagozzi, 1978). 

The exchange theory was established on three basic principles by McCarville and 

Copeland (1994).  The first principle, rationality, was characterized by an action being 

directed toward specific goals or rewards.  The action was typically selected from various 

potential alternatives and the response was impacted by both positive and negative 

variables.  Rationality suggested that partners sought valued outcomes and that the 

individual identity of each partner influenced these values.  The second principle of the 

exchange theory was marginal utility, which referred to the relationship between access 

to rewards and the value assigned to them.  Similar to the concept of supply and demand, 

as rewards became more accessible and regular the recipient’s perceptions of the value of 

these rewards decreased.  Fairness was the third principle discussed in the exchange 

theory.  The distribution of resources and rewards was critical to the maintenance of any 
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exchange relationship. Partners were more likely to continue participation if they 

believed the resources and rewards were being allocated in a fair manner. 

Evidence of the exchange theory was witnessed within the sport sponsorship 

usage of Roots products and Formula One fans.   Roots was a Canadian clothing 

company who chose to sponsor the Canadian Olympic Team in 1998 (Sponsorship 

Report, 2001).  The Roots merchandise was worn by Canadian athletes, creating an 

instant demand for the products.  The featured clothing items were coveted by other 

athletes around the world and select styles sold out immediately. A second example of 

the exchange theory was seen with the 2001 Formula One fan survey conducted by 

Performance Research.  Fifty-one percent of the fans reported that they personally 

benefitted from sponsorships because the corporate sponsors made the race possible.  

Furthermore, more than half of the respondents stated that they would choose the 

sponsor’s product in the future indicating a positive relationship between sponsorship and 

purchase intentions. Again, these perceptions were a key motivator and indicator of 

future behaviors.  These two sport sponsorship examples involved a voluntary exchange 

of resources for perceived benefits which demonstrated the exchange theory.   

Additional investigation into sport sponsorship motivations focused on the 

management and commitment of football shirt sponsors (Chadwick, 2006).  Employing a 

mixed methods approach, a model summary used numerous variables to gauge a 

sponsor’s commitment such as communication, relationship benefits, location, trust, 

shared values, and the perception of each other’s commitment.  Through quantitative 

methods, the three most important items identified as being statistically significant in 

determining a sponsor’s commitment were the shared values, perceived benefits, and 
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opportunistic behavior.  The author further explored these three items using qualitative 

methods in short-term and long-term settings.  Thwaites (1994) cautioned that members 

of the public may perceive sponsorship as advertising and question the true commitment 

behind the sponsorship.  Chadwick (2006) offered guidelines on how to avoid this 

negative perception through the establishment of a sponsor-sport link that demonstrates 

shared values. 

Farrelly (2010) approached sponsorship research from a distinctive viewpoint by 

investigating 24 sport administrators’ explanations for terminated sponsorship deals.  The 

qualitative methods of interviews and case studies were used to gain deep insight into 

participants’ tacit knowledge.  Analysis took place during data collection to enable 

follow-up on emergent ideas and insights were grouped into key themes.  The intent was 

to establish the underlying reasons for sponsorship terminations from the viewpoint of 

sport administrators.  Results from the four-year study determined that a successful 

sponsorship generated value for the sponsor with a focus on strategic management. 

Strategic management entailed objective setting, activation, and evaluation as major 

contributors to a successful sponsorship relationship.  Each of the factors identified traced 

back to issues relative to sponsors’ rights.   

Addressing different viewpoints and articulating sponsorship rights provided 

further insight into a previous study by Copeland et al. (1996) which also focused on 

terminations from the corporate sponsors’ viewpoint.  Corporations were surveyed about 

sponsorship contracts that they had not renewed or had chosen to terminate.  The number 

one reason for discontinuing a sponsorship was that the sponsor felt the sponsorship 

agreement was of little value and therefore offered an inadequate return on the 
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investment.  A recent article reported on turmoil with the Anheuser-Busch corporate 

sponsorship of the Ultimate Fighting Championship (UFC).  Anheuser-Busch issued a 

warning to the UFC cage fighting group that homophobic and sexist comments would not 

be tolerated (Alcohol Justice, 2012).   Sponsorship termination over a difference in 

objectives and values was evident from this report.  These findings firmly supported the 

ideas behind the exchange theory and highlighted the importance of understanding the 

theory to ensure a successful sponsorship relationship.  In addition to the exchange theory, 

evidence of the congruency theory was often found in sport sponsorship research.  The 

congruency theory is detailed in the next section.  

Congruency theory. The congruency theory was often used in sport sponsorship 

research along with terms such as “matching,” “brand cohesiveness,” and “fit.”  A 

matching effect study that explored brands and sport events which were congruent, or fit 

best together, occurred in the brand personality study by Lee and Cho (2009).  This study 

attributed human personality traits to various products and services.  The brand 

personality application utilized the five brand personality dimensions of sincerity, 

excitement, competence, sophistication, and ruggedness (Aaker, 1996).  Researchers 

found that these traits could also be applied to sport events because events, similar to 

products and services, had their own personality characteristics (Meenaghan, 1998).  

These characteristics were found to transfer to the sponsored brand.  When the brand and 

sport event were matched appropriately, sponsorship effectiveness was maximized.  If the 

associated brand image and the sport event were mismatched with the lifestyles and 

interests of a target market, the sponsor failed to reach targeted consumers and convey 

the intended message (Crimmins & Horn, 1996).  When the congruency theory was 
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applied, it was suggested that consumer reactions were influenced by how the consumers 

perceived the fit between the sporting event and the sponsoring brand.  Applying the 

congruency theory, the authors examined brand and event matches.  It was determined 

that brands would benefit more through a sport event sponsorship that was consistent 

with the brand’s personality (Lee & Cho, 2009).  Personality congruency between a sport 

event and sponsoring brand was linked to favorable attitudes for the brand sponsoring the 

event.   These favorable attitudes led to higher purchase intentions of the sponsoring 

brand products by consumers.   

Additional insight into application of the congruency theory was evident through 

the exploration of brand cohesiveness and sport identification research conducted by 

Gwinner and Bennett (2008).  Research established individuals exhibited a bias toward 

sponsoring brands that were related to the event (Gwinner & Eaton, 1999).  In an effort to 

better understand the variables affecting perception of brand fit in sponsorship, the Dew 

Action Sports Tour attendees were assessed for perceived fit through the two constructs 

of brand cohesiveness and purchase intentions.  The assessment used concepts from the 

social identity theory which is the perceived oneness with, or connectedness to a group of 

people (Mael & Ashforth, 1992).  Research demonstrated that identifying and aligning 

with groups that have positive qualities can enhance one’s self-esteem.  Sport 

identification was viewed as a specific instance of social identification whereby the 

object that one identified with was a particular sport (Gwinner & Bennett, 2008).  Among 

the variables examined, perceived sincerity of the sponsor had the highest correlation 

with the sponsor-event fit construct.  Sincerity involved viewing the sponsorship motives 

as altruistic rather than exploitative.  Brand cohesiveness leads to greater brand 
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knowledge which resulted in a greater ability to see dimensions common to the event and 

the brand.  The end result provided insight to a better sponsor-event fit.    Browne (2010) 

advocated these views to brands that make events possible to also experience sales and 

revenue growth.  This idea of linking sponsors and sport organizations has been explored 

through numerous research studies (Lee & Cho, 2009; Cousens, Babiak & Bradish, 2006; 

Crimmins & Horn, 1996).   

Sponsors of large scale sporting events such as the Olympics and Tour de France 

have become a central focus of many corporate global strategies designed to create a 

positive image and generate sales among targeted consumers (Wise & Miles, 1997).  

Performance Research (2001) investigated branding within the sport of cricket and 

established that 87% of cricket fans identified with all four of the event’s major ticket 

sponsors.  Over 50% of the fans felt the sponsors had contributed positively to the event 

which made the fans feel positive about the sponsors.  Of particular interest to marketers 

was the confirmation of a relationship between high sponsor awareness and enhanced 

consumer brand loyalty, and vice-versa of the connection between low sponsor awareness 

and missed consumer brand loyalty.   

 A sporting event with multiple sponsors was the center of a 2009 study by 

Chavanat, Martinent and Ferrand.  The authors were interested in analyzing consumers’ 

perceptions of brand image, brand attachment, and purchase intentions and the impact of 

multiple commercial sponsorships at a single soccer event; a FIFA World Cup match.  

Thirty-eight study participants were asked to list associations and related sponsors from 

the event.  The research project analyzed the relationship between multiple sponsors with 

different natures such as the player, team and event. Using the data collected, a structural 
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model for analyzing the three constructs of consumers’ perceptions of brand image, brand 

attachment and purchase intentions of fans in response to multiple sport event 

sponsorships was developed.  Test pilot results of the proposed model indicated that 

multiple sponsorships created interactions between sponsors’ brands cognitive and 

affective dimensions.  These findings implied that sport marketers have a good 

understanding of fan’s behavioral perceptions to optimize a multiple sponsor arrangement 

(Chavanat et al., 2009). 

Additional insight into the congruency theory can be found in related research 

conducted on the use of the social identity theory.  Social identity theory is the belief that 

people defined themselves in terms of a membership within social categories (Wann, 

1995; Tajfel & Turner, 1979).   Although sport studies have determined that cause-related 

marketing strategies impacted consumer attitudes, beliefs, and purchase behaviors, these 

outcomes were also influenced by several other factors such as team identification (Lee 

& Ferreira, 2011).     

Team identification affected the relationship between CRM and the consumer’s 

choice of team-licensed products.   Study participants with low team identification 

preferred team-licensed products that supported companies involved in CRM.  However, 

participants with high team identification failed to consistently support CRM efforts.  

Instead, the second group with the higher team identification was mostly driven by a 

desire to purchase a product from the team to which they felt most connected.  

Furthermore, it was discovered that even individual fans with low team identification 

were willing to purchase a product if they felt it supported an organization which they 

cared about (Lee & Ferreira, 2011).  Researchers demonstrated how the social identity 
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membership held emotional and value significance for each individual and directly 

impacted the cause-related marketing result. Through the application of the social identity 

theory to CRM initiatives, the purchase intentions of sporting participants were better 

understood.   

In addition, various researchers have explored the relationship between factors 

which influence the social identity theory impact such as sport fan motivation and 

enjoyment offering insight into team identification.  These variables were viewed as 

potential determinants of attendance (Trail, Anderson, & Fink, 2005; Trail, Fink, & 

Anderson, 2003; Madrigal, 1995; Wann & Branscombe, 1993). Specifically, researchers 

have been interested in factors such as team identification, sport fan motivations, 

enjoyment, etc. that influence fan loyalty and future intentions to attend games.  (Trail et 

al, 2003).  These intentions were used to predict actual attendance (Trail, Anderson, & 

Lee, 2006). 

The literature review examined the evolution of sport sponsorship and how the 

role of sport sponsors have changed throughout history to adapt to the interests and needs 

of consumers and sponsors.  Sponsorship was no longer viewed as simply an exchange of 

goods and services or an act of philanthropy.  Instead, sponsorship involved a deeper 

integrated relationship between the sponsor and the sport organization (Farrelly, 2010; 

Dolphin, 2003; Munson, 2001).  Sport sponsorship has grown into a popular strategic 

marketing tool that reaches many people in a quick, easy and cost-effective manner 

(Kitchen, 1993).  This growth has provided marketers a new avenue for targeting 

consumers and positioning their products, enhancing brand awareness, improving 
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corporate reputation and image, improving relationships with consumers and fans, and 

manipulating public perception (Dolphin, 2003). 

Market segmenting, naming rights, target marketing, product positioning and 

brand managing are a few topics which surfaced during the sport sponsorship research 

process.  Each topic has generated philosophies and measurement tools to guide sport 

professionals to greater sponsorship effectiveness and success (Bouchet, Bodet, 

Bernache-Assollant & Kada, 2011; Chen & Zhang, 2011; Alay, 2010; Ross, 2006).  The 

theoretical concepts of exchange theory and congruency theory were applied within 

multiple sponsorship studies.   As a part of the study on sport sponsorship, specific 

examples were addressed and future research opportunities detailed.   As evident through 

the literature review, sport marketers looking to succeed in sponsorship solicitation 

benefitted from an understanding of the relevant theories (CRM, CSR, exchange theory 

and congruency theory) within a sporting context (McCarville & Copeland, 1994). 

Finding the Right Sponsor to Fit with LEED Facilities 

By embracing environmentally friendly building and design initiatives, sports 

organizations have redefined today’s sporting venues.  Moomaw (2003) stated three 

reasons for going green 1) Going green is consistent to the mission of the organization 2) 

going green is cost-effective and 3) going green is simply the right thing to do.  The 

promotion of a facility’s LEED Certification to potential sponsors process is important 

due to the growing trend of sport facilities investing in a LEED Certification (U. S. Green 

Building Council, 2012).  In a tight economy, successful resource management and new 

resource development are top priorities.  With the LEED Certification process involving 

additional investment of resources, facility managers and marketers need to be fiscally 
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savvy in recouping LEED-related costs.  If the LEED Certification can be viewed by 

potential sponsors as a green alliance or ES opportunity, this opens up new marketing 

opportunities for facility administrators.  LEED-focused sponsorship solicitation for a 

sport facility is a new endeavor with specific issues for consideration.  The following 

discussion looks at how sport facility marketers could solicit a sponsor that would be the 

right fit for their LEED Certified facility. 

Finding and educating the right sponsor for a LEED Certified facility is important 

for several reasons (Uecker-Mercado & Walker, 2012; Cronin et al., 2011; Kim, Smith & 

James, 2010; Cunningham et al., 2009; Polonsky & Wood, 2001; Barone, et al., 2000; 

Smith & Higgins, 2000; Mendelson & Polonsky, 1995; Ross et al., 1992).  Mendelson 

and Polonsky (1995) found consumers integrated their concern for the environment into 

their purchasing behavior, such as buying products and services based on their impact on 

the environment.  The integrated behavior remained consistent even when the consumer 

had to pay more.  Research by Barone, et al. (2000) and Roy and Graeff (2003) 

confirmed that the benefit of supporting causes was reflected in consumer purchase 

intentions of the firm’s products and services.   

However, research on the utilization of CRM as a marketing strategy has 

generated a mix of consumer responses.  Consumers either viewed the use of CRM by an 

organization as supportive to the cause or as exploitative.  For example, Proctor & 

Gamble’s CRM campaign efforts of having supported a sport event, the Special 

Olympics, were not viewed as noble by Special Olympic participants (Ross et al., 1992).  

Yet, a similar study by Webb and Mohr (1998) generated a mixed result where half of the 
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respondents attributed self-interest to organizations involved in CRM and the other half 

believed at least some of the intentions were altruistic.  

Corporate involvement in cause-related marketing being viewed as altruistic has 

been found to be central to consumer responsiveness and purchase intentions (Barone, et 

al., 2000).  

Having the corporate connection to the CRM viewed as altruistic by consumers was 

integral to affecting consumer product choices.  In 2006, Saad reported that 7% of 

consumers preferred environmentally friendly products with the majority of people 

claiming to be green.  Through the integration of marketing and management research, 

consumers and other stakeholders impacted by a company going green were identified 

(Cronin et al., 2011).   

A recent study on the role of gratitude in spectator sport sponsorships also 

concluded that feelings of gratitude resulted in higher consumer purchase intentions (Kim 

et al., 2010).    If consumers believed the motives of the sponsor were altruistic they 

experienced a greater sense of gratefulness towards the sponsor.  The beneficiary’s 

perception was found to be an important antecedent of gratitude which stresses the 

importance of understanding how to successfully generate gratitude and perceived value.  

The accelerated sense of gratitude correlated with higher consumer purchase intentions of 

the sponsor’s products.  

Although CRM strategies have often been contingent on corporate interest in a 

social cause, research has suggested that CRM may actually threaten true sentiments.  

The threat may be due to the framework of CRM, in which there exists little opportunity 

for real moral engagement.  Further, the nature of the ethical commitment produced by 
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CRM has not been separated from the benefits that were generated such as financial 

incentives (Smith & Higgins, 2000).  The relationship between CRM and ethics identified 

the need for a careful balance between the corporation and the identified social issue.  

With controversy surrounding CRM, the potential negative of over-

commercialization was explored by Polonsky and Wood (2001).  Although the benefits 

of corporate involvement in social issues were reiterated, potential negatives and 

suggestions were also discussed.  Final study recommendations included corporate 

involvement in CRM for the good of the greatest number, rather than for self-interest 

reasons.  These authors agreed that a careful balance between the corporation and the 

identified social issue required a mutually beneficial approach to be successful.  Research 

determined that mission statements and core values played a major role in the process.  

Corporations looked to events that aligned with their core values and philosophies.  The 

recommendations of the authors were for corporations to establish a sponsorship policy 

that explicates what the company will and will not sponsor, as well as which audiences 

should be targeted, the quantity of sponsorships that should be undertaken over a period 

of time, and the level of sponsorship to be given to each event (Cunningham et al., 2009).   

As such, when seeking out corporate sponsors for sport organizations, pursuing 

those corporations with demonstrated social awareness increased the chances of 

corporation commitment (Sarni, 2004).  A “good fit” corporation would be one which 

viewed these sport sponsorships as an opportunity to demonstrate social responsibility 

and a commitment to green business.  Some corporations have green initiatives that align 

with the connection to a green facility, while others may not.  This information would be 

of obvious value to a sport facility marketer looking to align themselves with potential 
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sponsors interested in environmental sustainability. Making sure the sponsor role models 

greenness is also important.  Associating the LEED facility with a business that is 

environmentally conscious is a good fit, but not one whose reputation is that of pollution, 

excessive waste, or a general disregard for the environment.  

However, prior to seeking out the right sponsor a facility marketer should identify 

the green amenities offered within the venue and be able to detail the exact savings these 

amenities provided.  Knowing and fully understanding what a LEED Certification 

entailed, the green features involved, and the cost-benefit analysis for facility operations 

is the first step in being able to determine potential sponsors.  Once a sport facility 

marketer had these details, then the search for an appropriate sponsorship fit could begin. 

A recent study of 15 sport facility managers determined five drivers behind 

engagement in environmental social responsibility (Uecker-Mercado & Walker, 2012).  

These drivers were classified as internal stakeholder pressure, organizational culture, 

financial cost-benefit, competitiveness and ethical motives.  Organizational stakeholders 

are those who set goals and objectives, allocate resources and responsibilities, and gather 

and analyze results.  Pressure from this group was identified as a major driving force 

behind environmental social responsibility of facility managers.  Secondly, organizational 

pressure focused on the set of internal policies, values and beliefs influenced the extent of 

management commitment to ES initiatives.  The same was found with the driver financial 

cost-benefit.  If facility leadership determined that financial benefits could be derived 

from engaging in environmental social responsibly than they were more apt to comply 

with the initiatives green.  The fourth driver, a push to be more competitiveness was tied 

more to image than to financial gains, although the facility managers did state the belief 
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that a better image would result in higher earning potential by appealing to clients and 

customers who demand a certain level of environmental social responsibility.  The final 

driver behind engagement in environmental social responsibility was ethical motives, 

simply stated as practicing ES was the right thing to do.   When a venue manager chose 

to engage these drivers were together a culture of environmental social responsibility was 

created.  Ethical motives were the driver that offered the most value for the sport facility 

manager.  These findings help define the true motivations behind the facility LEED 

investment commitment and may be applicable to future sponsorship motivations for ES 

participation. LEED Certified facility mangers need to identify potential green sponsors 

in advance based on research and organizational history and in finding the right sponsor 

for a LEED Certified sport facility is a multi-faceted endeavor.  The facility marketer 

needs to have both an understanding of the facility’s ES amenities, as well as those ES 

interests of potential sponsors.  Being able to communicate the benefits of sponsoring an 

environmentally friendly venue will involve some sort of CRM strategies.   

Conclusion 

The literature review demonstrated the lack of scholarly research conducted to 

assess green marketing strategies for sport facility sponsorship solicitation that utilize a 

LEED Certification.  With the growth in LEED Certified sport facilities, potential 

additional costs involved in the LEED process (Suttrell, 2006), along with tighter budgets 

and the challenging economic climate, facility managers need to maximize marketing 

strategies.    Politics and environmental trends supported environmentally friendly 

initiatives while offering new possibilities for sponsorship solicitation strategies.  In an 

effort to provide sustainable facilities, public sport facilities managers were investing 
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resources in new and renovated LEED Certified construction projects (Nowlin, 2008; 

Kessenides, 2005; McCarron, 2001).  However, there was little experience and shared 

knowledge on how this green investment can be capitalized upon when it comes to 

soliciting sponsorships.   

Overall, the LEED marketing process proposed a new challenge, as LEED 

Certification had only been in existence since 2000 and public sport facilities were just 

starting to adopt these green guidelines (U.S. Green Building Council, 2012; Mallen et al., 

2010).  The limited research that existed on green sport marketing focuses on 

membership or customer fees and not sponsorship (Dolphin, 2003).  The literature review 

found previous studies utilizing corporate social responsibility (Babiak & Trendafilova, 

2010) and cause-related marketing (Carroll, 1999) which offered some insight into 

potential green marketing strategies, but have yet to be expanded to be inclusive of LEED 

Certified public sport facilities (Ross, 2006; McCarville & Copeland, 1994).  Applying 

the constructivism approach to the exchange theory and congruency theory use for LEED 

focused sponsorship solicitation strategies offered a new sport marketing area to be 

investigated.  The constructivist approach provided a lens which shapes the research 

questions, design, data collection and data analysis processes (Creswell, 2009) detailed in 

the next chapter. 
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Chapter Three:   Methodology 

The purpose of this chapter is to present the research methodology used to guide 

the research process.  The pilot study and research design are highlighted including a 

description of qualitative research.  This is followed by information pertaining to 

participant selection, data gathering techniques and the procedures for data analysis.  

Finally, trustworthiness in qualitative research is discussed regarding the standards of 

establishing credibility.   

Pilot Study 

A pilot test of two LEED Certified public sport facility marketers was conducted 

to ensure adequacy of the interview guide and provide direction for necessary revisions.  

This process helped to ensure that the interview guide sufficiently addressed the specified 

research questions (Patton, 2003).  The pilot interviews were recorded both through 

handwritten notes and with an audio recorder.  Secondary documents were obtained from 

each of the pilot test participants.  The data gathered for the two pilot test participants 

was organized, reviewed and analyzed.   

The pilot test presented the opportunity to evaluate the interview process.  

Evaluation of the guide included an assessment of the interviewer’s ability to draw out a 

range of responses, an interpretation of the responses in relation to the information sought, 

an assessment of the length of the interview and if all the questions have been answered, 

and an identification of ambiguous questions (Van Teijlingen & Hundley, 2011).  Upon 

evaluation completion of the interview process the criteria were all deemed satisfactory 

and no changes were made to the interview guide.  The final pilot study with results and 

discussion can be found in Appendix H. 
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Research Design 

The selection of an appropriate research methodology reflects the philosophical 

and theoretical framework that supports the current study (Creswell, 2009, Patton, 2002; 

Peshkin, 1993).  In the investigation of current LEED Certification sponsorship 

solicitation strategies, a qualitative approach gathering first-hand accounts from facility 

marketers generated the information requested.  The research methodology was guided 

by the alternative inquiry paradigm of constructivism to determine what was occurring 

within this particular phenomenon of interest (Patton, 2002; Lincoln & Guba, 2000).  

Constructivism reflects the philosophical perceptions, assumptions and biases of the 

researcher which framed the study.  Through this study, strategic marketing ideas were 

identified, detailed, and coded for analysis (Creswell, 2009; Patton, 2002).  Additionally, 

the goal during the research process was to rely as much as possible on the participants’ 

views of the situation being studied (Creswell, 2009).  The open-ended questions were 

broad and general so that the participants could construct the meaning of their own 

situations.   As the current study investigated a new area of interest, this topic created a 

need for a research emphasis on data generation informed through a qualitative method 

(Punch, 2005; Lincoln & Denzin, 2005; Peshkin, 1993).   

Specifically, the current research involved an exploratory process utilizing a semi-

structured interview guide designed to provide descriptions of sponsorship solicitation 

trends of LEED Certified public sport facility marketers.  A qualitative research approach 

was selected because of the appropriate fit for discovering and conveying the marketing 

methods of such sport venues.  To gain an in-depth understanding of the factors 

underlying sponsorship solicitation relationships, a qualitative design involving 
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interviews was chosen for several reasons.  Qualitative studies are an appropriate means 

of knowledge production where the subject area is broad and complex (Zaltman, 

LeMasters, & Heffring, 1982).  A method that develops deep insights to uncover 

participants’ tacit knowledge was required. Another reason for the choice of methodology 

was that in-depth interviews have been used successfully to study sponsorship and related 

issues on numerous occasions in the past (Farrelly, Quester, & Greyser, 2005; Berrett & 

Slack, 1999; Thibault & Harvey, 1997).   

A qualitative method was applied to label text segments and then group similar 

labels into categories to gain a better understanding of the marketing experiences 

(Bogden & Bilken, 1982).  The researcher looked for broad patterns to distinguish 

generalizations describing how sport facility marketers are soliciting potential sponsors 

and which of these solicitation strategies are successful in securing a sponsor.  The 

challenge was in describing the dynamic processes and effects on potential and existing 

sponsors with broad explanations which apply theoretical concepts to generalizations 

(Creswell, 2009).  Although conducting a qualitative study required a longer time period 

and higher costs, this particular research project warranted utilizing phone interviews 

with open-ended questions and the collection of secondary documents.  

Assumptions. When conducting the qualitative research there were starting 

assumptions to consider.  Lincoln and Guba (1985) detailed three qualitative research 

assumptions.  The first assumption was that research is conducted in a natural setting 

with the main data-gathering tool being the human researcher using both intuitive and 

descriptive knowledge.  A second assumption of qualitative research was that the sample 

participants would be purposely chosen rather than randomly.  And finally, qualitative 
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studies theory may be either predetermined or grounded in the data and developed 

through the research process. 

Assumptions of qualitative methods as outlined by Savenye and Robinson (2004) 

included the idea of a research design emerging as the research progresses.  Since the 

focus of a study determines the data to be collected, the boundaries of the study needed to 

be flexible as new issues and questions emerged.  The reality or meaning of a situation 

and setting were negotiated between the researcher and study participants as there were 

often multiple perspectives present.  A final note of qualitative studies research, similar to 

that of quantitative research, was that the research procedures and results were evaluated 

for quality and rigor. 

The qualitative research took place in the natural world and used multiple 

methods that were interactive and humanistic (Marshall & Rossman, 2011).  There was a 

focus on context and the research design was emergent rather than tightly prefigured.  

Furthermore, the qualitative research was fundamentally interpretive.  The qualitative 

researcher viewed the phenomena holistically, systematically reflecting on the researcher 

role within the process.   The researcher recognized biases and was sensitive to personal 

biography and how they may have shaped the study.  The researcher also used complex 

reasoning that was multifaceted and iterative.  These studies by Lincoln and Guba (1985), 

Savenye and Robinson (2004), and Marshall and Rossman (2011) similarly described 

qualitative research to include the assumptions of emerging design and theory in the 

research process, context within natural world settings, and a research method conducted 

by a human researcher utilizing both descriptive and intuitive knowledge.   
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Researcher’s Role and Ethical Considerations 

The researcher’s role was critical in quality data collection and analysis within a 

qualitative method.  An extensive plan for dealing with problematic issues before they 

arose was determined using the contexts of technical and interpersonal considerations 

(Creswell, 2009; Marshall & Rossman, 2011).  Technical considerations involved the 

three concepts of (1) situating the self, (2) negotiating entry, easing tensions, and role 

maintenance, (3) efficiency.  Interpersonal considerations included (1) establishing trust, 

(2) building good relationships, (3) respecting norms of reciprocity, (4) displaying 

sensitivity when considering ethical issues (Marshall & Rossman, 2011).   For the 

purpose of the study of sport sponsorship solicitation, standards needed to be met within 

each of these role considerations. Although interpersonal and technical considerations 

were easily distinguishable by definition, they were often addressed through similar 

procedures.   

Situating the self.  One method for addressing technical considerations was 

situating the self (Marshall & Rossman, 2011; Patton, 2002).   Situating the self involved 

the researcher contemplating his or her own role in the qualitative research method.  

Thought was given to how the technical processes of the study would be done such as 

conducting and organizing the research.  Interpersonal consideration was given to issues 

such as building relationships and trust between the study participants and researcher. 

These considerations encompassed an awareness of organizational politics and sensitivity 

to human interaction.  Because the quality of research depended heavily on the ability of 

the interviewer to develop relationships with the study participants, good interpersonal 

skills were imperative.   This meant being an active, patient, thoughtful and empathetic 
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listener and building rapport with individuals. The interviewer maintained respect for the 

interviewees’ perspectives and refrained from judging or interjecting opinions (Marshall 

& Rossman, 2011; Creswell, 2009; Clandinin & Rosiek, 2007; Patton, 2002).     

For the purposes of the current study of LEED Certified public sport facility 

sponsorship strategies, the researcher reflected on technical considerations such as 

participant selection, communication procedures, interview processes and the timeline for 

the research study.  The researcher’s degree of participation involved social interaction 

with the study participants (Marshall & Rossman, 2011).  Interpersonal considerations 

involved the relational aspect of each issue such as in communication style, building trust 

and establishing credibility with potential participants.   Interview discussion questions 

were designed to encourage information sharing of past, current and future sponsorship 

strategies.  Study participants’ marketing strategies and opinions on green marketing 

were respected at all times throughout the research process.  

Participants were chosen that fit the focus of the research study, specifically 

marketers of LEED Certified public sport facilities that were responsible for soliciting 

sponsorships.  Encouraging and solidifying participation was critical to the success of the 

research project.  This fact emphasized the significant role that communication played 

even before the actual interview process had begun.  The researcher built credibility 

through initial contact with potential participants and appropriate follow-up in a timely 

and professional manner.  Informing the participants that the study was part of a 

University of Minnesota study, approved by the Internal Review Board (IRB) (Appendix 

E) helped to build this credibility and stressed the importance of participation.  Also, 
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sharing with participants the role the project played in the researcher’s personal doctoral 

program emphasized how important commitment is for project completion.    

The researcher situated the self through technical considerations that kept the 

process organized and on task.  Adhering to predetermined necessary deadlines resulted 

in timely completion.  The main role of the researcher was to ask questions that led to an 

understanding of what sponsorship solicitation strategies were being used by marketers of 

LEED Certified public sport facilities.   Investigating past and current green initiatives 

opened up discussion regarding future marketing ideas. 

Negotiating entry. For the researcher negotiating entry, easing tensions and role 

maintenance were important technical aspects.  These aspects required knowledge of the 

targeted sport facilities and the respected marketers of interest (Marshall & Rossman, 

2011).  Unfortunately, without access to the target population, the study would have 

required redesign or been forfeited.  This risk highlighted the importance of the 

researcher conducting the necessary search in advance for potential participants and the 

appropriate gatekeepers.  The researcher identified gatekeepers needed to obtain 

permission for initial entry approval.  Successful was demonstrated by a competent 

commitment to the study and a genuine understanding of the potential participant 

concerns in order to gain the trust of gatekeepers.  When this was done correctly 

gatekeepers assisted the researcher in gaining access to the organization and building 

trust with the participants (Creswell, 2003).  Unfortunately, it is not always easy to 

determine and access the correct gatekeepers within an organization.  At times additional 

permission and approval is needed from a number of participants even after initial entry 

has been granted (Anzul, et al., 1991).   
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 Gatekeepers for the study were identified as leaders in the sport and recreation 

field in the state of Minnesota such as MRPA Executive Director, Michelle Schneider 

and TCF Bank Stadium Director of Operations, Derek Hillestad.  With the assistance of 

sport and recreation professionals and an internet search, the researcher contacted sport 

administrators located within LEED Certified sport facilities.  Initial contact was a phone 

call followed up by a standardized e-mail letter (Appendix A) detailing the research 

project and having the intent of seeking volunteer study participants.  The letter identified 

the researcher’s true identity and personal interest in the marketing study (Marshall & 

Rossman, 2011).  Anticipating and preventing tensions that may arise with research 

participation was a key step in negotiating entry and maintaining the researcher role.  

Efficient use of resources.  A third method for addressing the research technical 

considerations was through the overall efficiency of the project (Marshall & Rossman, 

2011; Patton, 2002).  This applied most importantly to each participant’s resource of time.  

It was vital that the researcher was sensitive to the demands asked of facility marketers 

and was organized and timely with information requests.  Providing detailed commitment 

information as to what was being asked of participants up front and then following 

through was essential in respecting the participants’ time.   Each interview was scheduled 

at a time of convenience and minimal intrusion.  Respect for participants’ time 

maintained the credibility needed for meeting the interpersonal considerations of trust 

and desired relationships.  Proper reciprocity was demonstrated through reiterated 

gratitude.  Gratitude was expressed when the participant agreed to be part of the study via 

e-mail, at the beginning of the interview verbally, at the end of each interview via e-mail, 

and again upon completion of the project through a hand written thank you card.  The 
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personal time of the researcher was also a resource that warranted planning and 

efficiency.  The researcher devised strategies to protect personal, emotional and physical 

health by designating time for the necessary note reflection, organization and data 

analysis processes. The size and complexity of the study was designed so that it was 

completed within a reasonable time frame and with reasonable amount of resources 

(Marshall & Rossman, 2011). 

The researcher for the current study created boundaries to assist in the efficient 

use of resources.  First, the sample size was limited to 30 participants and the time frame 

for the interview process/data collection process was a three month period.  This time 

frame allowed for the researcher to conduct two interviews per week that provided ample 

time for note organization and reflection.  Each participant interview was scheduled at a 

time convenient for the sport marketer and lasted approximately 45 minutes.  Follow-up 

between the researcher and participants was kept to a minimum with the contact being for 

data clarification purposes only.  The study participants were notified of these 

expectations up front and offered the opportunity to discontinue participation at any time. 

Ethics. The final researcher role of interpersonal consideration involved the 

researcher practicing proper ethics in conducting the study, analyzing the narratives and 

reporting the outcomes.  Ethics were particularly unique when conducting interviews due 

to the personal nature of the one-on-one process.  Marshall and Rossman (2011) stated 

that ethical considerations can be generic such as confidentiality and informed consent, or 

situation-specific such as interviewing populations in situations of political unrest. 

Ethical practices included treating all research participants in an IRB compliant manner 

(Christians, 2005).   Also encouraged was the adoption of an attitude of empathetic 
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listening, not being judgmental and suspending personal beliefs as the participants were 

being interviewed (Clandinin & Rosiek, 2007). 

 While no risks were identified with participation in the study, informed consent 

(Appendix A) was obtained from each participant prior to conducting the study.  The 

informed consent included notice of the purpose of the research project, study procedures, 

participant expectations and the role of the researcher.  Information regarding the 

voluntary nature of the study and that the participant had the right to withdraw from the 

study at any time was also included.  The informed consent form detailed the policy of 

confidentiality.   It also provided the opportunity to review the interview notes if 

requested (Marshall & Rossman, 2011; Farrelly, 2010; Creswell, 2009).   As stated in the 

consent form accommodations were made to ensure participants’ anonymity.  The 

researcher ensured confidentiality through the use of pseudonyms for the participant, 

facility and organization names.  In addition, a secure location for all research documents 

was utilized.  These precautions demonstrated researcher attentiveness to the project’s 

confidentiality and ethical procedures. 

The researcher’s role within a qualitative inquiry was examined within the 

contexts of technical and interpersonal considerations.  Technical considerations involved 

the concepts of situating the self, negotiating entry and efficiently using resources.  The 

interpersonal considerations included establishing trust and relationships, displaying 

sensitivity to issues of reciprocity and practicing appropriate ethics.  For the purpose of 

the current study standards were addressed and applied within each of these researcher 

role considerations.   

 



72 

 

 

Participant Selection 

Given the purpose of this study was to collect data on current sponsor solicitation 

techniques used by LEED Certified public sport facility marketers a purposeful sampling 

technique was used.  Purposeful sampling incorporated case selection based on useful 

manifestation of the phenomenon of interest and because the specified cases were 

considered information-rich (Patton, 2003). Purposefully selecting participants helped to 

better understand and illuminate the phenomenon rather than provide empirical 

generalizations regarding a specific population (Creswell, 2009; Patton, 2003).   

Information-rich cases were ones that taught a great deal about issues of central 

importance to the purpose of the study.  Purposeful sampling was used in this study to 

ensure participants were LEED Certified public sport facility marketers responsible for 

developing sponsorship strategies.  These specific participants were chosen due to their 

ability to add relevant, applicable information to the study.  Studying the cases yielded 

insight and in-depth understanding about LEED facility marketing rather than empirical 

generalizations (Patton, 2003).  Research study participants selected represented LEED 

Certified public sport marketing throughout the United States.  These participants were 

chosen to provide insight into marketing strategies that used a LEED Certification and 

highlighted that strategies worked in soliciting sponsorships for facilities that had a sport 

and recreation focus, had achieved a LEED Certification and received public funds 

during the design, build and/or operations phases(s).  

Participant selection criteria and rationale.  For the purpose of this study, 

selection was based on the following three criteria:  First, participants were those staff 

members serving in marketing positions in a public sport facility.  Special attention was 



73 

 

 

given to those in positions of developing strategies for soliciting sponsorships.  Second, 

only LEED Certified facilities were represented in the study.  This excluded facilities that 

may practice green initiatives, but have not specifically committed to the LEED 

Certification guidelines.  Third, public sport facility marketers, not private, were 

interviewed.  These facilities involved some sort of public financial assistance, in facility 

construction, renovation, operation, or a combination of these.  This requirement helped 

determine the green commitment made by facility designers and builders, as well as the 

fiscal obligation the facility administrators have to the communities they represent. 

Potential participants were confirmed through an internet search to determine 

which best meet the sampling criteria and to obtain contact information.  Once the 

appropriate participants were identified, potential participants were contacted by the 

researcher by phone and e-mail and invited to participate in the study and provided 

information about the research.  If there was no response within one week, the participant 

was again contacted.  Both contact methods included providing the potential participant 

with general study information, along with study guidelines and requirements.   

Qualitative studies often focused on a relatively small sample size to permit 

analysis and understanding of an occurrence in depth (Patton, 2003).   Sample size was 

estimated to be 20 participants based on the recommendations of DePaulo (2000) and 

Patton (2003).  The ideal sample size for a qualitative study was further defined as 

continuing to interview until the responses become redundant, or until the saturation 

point has been reached and nothing new is being discovered (DePaulo, 2000).  The 

qualitative sample was large enough to include most or all of the perceptions that were 

important to the study.  Sample size was dependent upon what the researcher wanted to 
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know, the purpose of the study, what was at stake, what was useful, what has credibility, 

and what could be done with the available time and resources (Patton, 2003).    Patton 

(2003) stated that even small sample sizes can teach us a great deal, often opening new 

territories for future research.   

Data Generation and Interview Guide 

 In-depth, semi-structured, open-ended phone interviews with public sport facility 

marketers in the United States served as the primary source of data for this study.  These 

interviews examined the use of LEED Certification in the solicitation of sponsors.  

Secondary data was collected through documents in the form of facility and marketing 

information that supplemented the interview data.  The combination of interviews and 

documents provided the researcher with descriptive information that enriched the data 

(Creswell, 2009; Bogden & Bilken, 1982). 

 The current research project required a modified tool to address marketing 

questions such as those recommended by Cronin et al. (2011) and Babiak and 

Trendafilovia (2010) that aimed to inspect current sponsorship solicitation methods that 

used the LEED Certification (See Appendix F).  Cronin et al. (2011) recommended 

further investigation into the effectiveness of various green marketing strategies, 

specifically when it came to shaping stakeholder perceptions.  For this project the 

interview guide (Appendix C) was designed with a semi-structured format to encourage 

data generation.  The purpose of an interview guide was to provide the researcher with a 

sequence of questions that seek in-depth perceptions of facility marketer’s decision-

making (Patton, 2003).  The semi-structured format offered the flexibility to explore 

multiple perspectives while still obtaining information of specific topics (Patton, 2003).    
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The interview guide was comprised of two sections of questions:  Demographic 

and a LEED marketing inventory.  Demographic information collected included the 

facility name, location, date, current LEED Certification level and details of any LEED 

Certification renovation or new construction projects.  Section two of the interview guide 

contained open-ended questions designed to gather information for the LEED marketing 

inventory.  The rationale behind the construction of section two along with how each 

research question was addressed through the guide is described next. 

The first research question focused specifically on the sponsorship solicitation 

strategies that used the facility’s green features and/or LEED Certification.  The first two 

interview guide questions in section two specifically asked to what extent the sponsorship 

solicitation strategies used the facility’s green features and/or the LEED Certification.  

When exploring the green marketing initiatives separate from those that focused on the 

LEED Certification, the two were not distinguishable.  Instead, the marketing 

professional often used the general green marketing term to encompass any marketing 

with a green focus including ES initiatives and the LEED Certification.  Therefor the two 

questions were asked separately from each other.  In an effort to prompt further 

discussion on the current sponsorship strategies, an additional question was included in 

the interview guide pertaining to how the marketers were communicating the green 

initiatives to potential sponsors.  This added an additional opportunity to discuss the 

current sponsorship solicitation strategies. 

Research question two asked which of these strategies previously mentioned has 

been successful in securing sponsorships from the perspectives of the individuals 

involved.  The interview guide contained two questions that aided in the discussion of 
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successful sponsorship solicitation with a LEED Certification and/or ES focus; one that 

asked for details of a strategy that had been successful in securing a sponsorship and 

another that asked for details of a strategy that had not been successful in securing a 

sponsorship.  Additional insight was gathered through the use of prompts such as: How 

did that come about? Would you elaborate on that? And could you say more about that? 

The final research question sought best practice recommendations of sport facility 

marketers for sponsorship solicitation that utilized the LEED Certification and the 

rationale provided for these comments.  In an effort to gather data to answer this research 

question, the interview guide utilized the term “good fit” for petitioning successful 

sponsorship characteristics from facility marketers.  The interview data collected from the 

study participants detailed that there were multiple characteristics to consider when using 

your LEED Certification in approaching a sponsor.  The open-ended questions allowed 

the participants to share information and insight into these characteristics. 

Additional data was gathered through interview guide question seven that 

requested secondary documents and through question eight which opened up the 

discussion for any other relevant information the participant wanted to share as 

recommended by Creswell (2009).  Further prompting such as: That is helpful; I’d 

appreciate a bit more detail; and I’m beginning to get the picture assisted in generating 

rich descriptions during the data collection process in order to address the three research 

questions. 

Data Collection Procedures 

Interviews.  The primary data collection method involved in-depth, open-ended 

interviews (Creswell, 2009; Englander, 2012) for which the researcher utilized the 
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prepared interview guide found in Appendix C.  Interview date and time were established 

at the participant’s convenience along with completion of the Consent Form for 

Participants (Appendix B).  Procedures involved conducting and recording a total of 21 

phone interviews, a sample size within the guidelines recommended by Patton (2003) and 

DePaulo (2000) that allow the researcher to gather data until no new information was 

being discovered.  Each interview was approximately 45 minutes in length.  

Phone interviews were conducted as an alternative to face-to-face interviews 

enabling the researcher to expand data collection locations to include facilities across the 

United States (Patton, 2002).    Additionally phone interviews were used due to logistical 

and financial constraints (Bernard, 2002; Burke and Miller, 2001; Burnard, 1994). 

Although the interviewer could not physically see the interviewee, there were enough 

social cues such as voice inflection and intonation available to create a rapport with each 

participant (Uecker-Mercado & Walker, 2011).  Data recording utilized an audio recorder 

and handwritten key points for post-interview transcription.  The phone interview process 

concluded with discussing the option of following-up with the participant at a later time if 

necessary.  After each interview was transcribed and reviewed by the researcher, the 

participant had the opportunity to examine the transcription for accuracy and to verify the 

credibility.  Upon completion of each individual interview, gratitude was expressed 

through an e-mail thank you and a hand-written note to personally thank each participant 

(Marshall & Rossman, 2011; Creswell, 2009).   

Secondary data sources.  Additional information was collected in the form of 

LEED facility information, LEED Certification data, and other marketing documents the 

participant felt to be relevant to the study. These secondary data sources assisted in 
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establishing the background and demographic information on each facility, as well as 

contributed to the understanding of marketing strategies currently being used in each 

sport facility.  Patton (2003) suggested that analyzing documents, files, records, and 

artifacts can be useful information-rich research sources and added depth to the overall 

study by providing additional insight to the discussion. The researcher was consistent in 

the acquisition of additional materials so these materials were more useful for later 

reference (Savenye & Robinson, 2004).  

Data Analysis and Preparation 

The primary purpose of the data analysis procedure was to identify common 

trends in LEED Certified facility marketing and sponsorship acquisition (Patton, 2003).  

Consistent with a constructivist approach, the qualitative data analysis included collecting, 

coding and analyzing descriptive information (Creswell, 2009).   

Data preparation and organization.  First, the researcher gathered information 

through phone interviews and secondary documents.  Then the data preparation process 

began with organizing the data.  To achieve this, notes taken during the interview process 

were reviewed to ensure all questions had been addressed and relevant topics covered 

during the interview process.  The recorded interviews were transcribed verbatim into a 

word document after the interview process was concluded.  These handwritten and 

transcribed notes were organized with a contact summary sheet and securely stored along 

with corresponding secondary documents for each study participant Creswell (2009) 

stated qualitative research often relies on multiple sources of information such as 

interviews and documents rather than relying on a single data source. 
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Data analysis and interpretation.  The process of gathering data and analyzing 

data evolved concurrently throughout the research process. Qualitative data analysis 

process involved reading and re-reading all the data to gain a general sense of the 

information and reflect on its overall meaning with the intent of making sense out of text 

and image data (Creswell, 2009).   Information collected from each participant was 

examined for context; the text was segmented with each segment individually labeled, or 

coded, to reflect the general idea of the segment.  This coding process required the 

researcher to read through the data carefully multiple times and make notes as ideas arose.  

It was important to take the time necessary to ensure the coding process was conducted 

thoroughly and systematically. The constant comparative method (Glaser & Strauss, 1967; 

Strauss & Corbin, 1990) entailed line, sentence, and paragraph segments of the transcribed 

interviews and field notes being reviewed to decide what codes fit the concepts suggested by 

the data.  The interview data are given more weight in the analysis than the document 

reviews.  Secondly, the researcher analyzed data labels to form categories and then looked 

for broad patterns or generalizations from the categories.  Each code was constantly 

compared to all other codes to identify similarities, differences, and general patterns.   The 

complete qualitative analysis involved translating the raw text into codes to identify 

common categories and relationships. The coding method was thematic analysis 

(Marshall & Rossman, 2011; Creswell, 2009) which utilized compare and contrast 

techniques (Creswell, 2009).   

The next step of the data analysis process was to review the research data and use 

emerging coding process to develop a code book of marketing strategy categories for 

specific exploration (Creswell, 2009).  The code book was a document that assisted in 

organizing and sorting the data labels and categories (Patton, 2002).  Here the researcher 



80 

 

 

sought common themes as to what green marketing has been used for sponsorship 

solicitation, specific strategies that have been successful in soliciting sponsorships and 

best practice recommendations for sponsorship solicitation in LEED Certified sport 

facilities.  The multiple perspectives were included in the code book based upon the 

information gathered from each individual participant and public sport facility being 

investigated.  The final step in the data analysis process entailed taking data from the 

code book and making interpretations to pose generalizations from past experiences and 

the literature review such as the exchange theory and the congruency theory (Creswell, 

2009).  The researcher discussed marketing with a LEED Certification focus that was 

currently being used, successful sponsorship solicitation examples and best practice 

recommendations for what has worked in securing sponsors for LEED Certified public 

sport facilities.  

Trustworthiness 

Qualitative and quantitative studies make different knowledge claims; therefore 

these two study approaches should be evaluated by different criterion (Lincoln & Guba, 

1985).  To ensure reliability in qualitative research, examination of trustworthiness was 

essential (Creswell, 2009).  The criterion frequently cited for evaluating trustworthiness 

in qualitative studies included credibility, transferability, dependability, and 

confirmability (Lincoln & Guba, 1985; Denzin & Lincoln, 1994).  In the following 

paragraphs, the techniques used to establish trustworthiness and reduce the likelihood of 

misinformation in this research were discussed. 

Credibility.  Credibility refers to the confidence one can have in the truth of the 

findings and can be established through various methods such as triangulation, member 
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checking and negative case analysis (Bowen, 2005).  In this study, interviews were the 

main data-gathering method with member checking being conducted to ensure fact 

accuracy.  Engaging in the multiple data collection processes of in-depth interview and 

document reviews led to a more valid, reliable, and diverse construction of realities 

(Golafshani, 2003).  Negative case analysis took place for verification purposes through 

the reexamination process of each case and the emerging themes (Bowen, 2005).   

Transferability.  The second criterion for evaluating trustworthiness was 

transferability.  Transferability required providing detailed descriptions of the phenomena 

(Bowen, 2005) and the field experiences in which patterns emerged (Lincoln & Guba, 

1985). Ultimately the research process and results were presented so that other 

researchers can apply the findings of this particular study into other similar contexts.   

Dependability and Confirmability.  The last two criteria for evaluating 

trustworthiness were dependability and confirmability.  Dependability pertained to the 

stability of the findings over time, offering an alternative way of measuring objectivity 

and therefore strengthening qualitative research (Patton, 2003). Confirmability was the 

internal coherence of the data in relation to the findings, interpretations, and 

recommendations (Bowen, 2005).  Lincoln and Guba (1985) recommended an audit trail 

be used to accomplish dependability and confirmability simultaneously.  To ensure a 

proper audit trail was secured, all relevant records were maintained in a secure location 

(i.e., raw data; data analysis notes, summaries, and themes; process notes; and reflective 

notes). 
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Chapter Four:   Results 

As stated in Chapter 1, the present study aimed at identifying (a) the strategies 

used by public sport facility marketers to solicit sponsorships using their LEED 

Certification, (b) which strategies being used were found to be successful in securing 

sponsorships, and (c) best practice recommendations for sponsorship solicitation when 

seeking a good fit for a LEED Certified public sport facility.  The results of this study are 

presented in five sections.  The first section starts with a summary of the sport 

organization sample from whom the data was collected.  The second section presents the 

current applications of green marketing practices specific to sponsorship solicitation.  In 

the third section, a summary of the green marketing communication methods are reported.  

The fourth section discusses specific examples of how green marketing played a role in 

successfully securing the sponsor.   Brief descriptions of these successful partnerships are 

detailed.  The final section of the chapter provides a summary of best-fit 

recommendations and characteristics as noted by sport professionals involved in 

sponsorship solicitation of green facilities. 

Sample Characteristics 

The first section begins with a summary of the sport organization participants 

from whom the data was collected.  The purposeful sampling technique incorporated case 

selection based on useful manifestation of the phenomenon of interest and because the 

specified cases were considered information-rich (Patton, 2003).  Information-rich cases 

are ones that teach a great deal about issues of central importance to the purpose of the 

study.  Purposefully selecting participants helped to better understand and illuminate the 

phenomenon rather than provide empirical generalizations regarding a specific 
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population (Creswell, 2009; Patton, 2003).   For the current study a purposeful sampling 

technique was used to ensure participants were LEED Certified public sport facility 

marketers involved with the development of sponsorship strategies.  These cases offered 

insight into current green marketing strategies and highlighted which strategies were 

recommended for the sponsorship solicitation of LEED Certified public sport facilities.  

A total of 34 potential participants in the United States were identified through the 

literature review, through professional industry contacts and through an internet search 

for LEED Certified public sport facilities.  These potential participants were contacted 

via e-mail and phone, with 21 agreeing to participate in the study and consenting to the 

research process.  Each interview was preceded by an informational e-mail containing 

general information about the purpose of study and expectations of the process.   

Interviews were conducted by phone and lasted approximately 45 minutes each.  

Conversations were recorded and notes were taken to ensure the key interview guide 

questions were addressed during the exchange.  During each of the interviews, 

participants were asked to share secondary documents that they felt would be helpful to 

the purpose of the study.  Upon conclusion of each interview participants, were verbally 

thanked by the researcher and secondary documents were collected, either by follow-up 

e-mail attachments from the participant or through investigation of recommended website 

links and press releases.   

Each interview recording was transcribed verbatim and reviewed by the 

researcher a minimum of three times to ensure accuracy.  A final copy of the transcript 

was sent via e-mail to each participant for member checking.  This e-mail also contained 

a written thank-you note for participating.  After having the opportunity to review their 
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transcripts, study participants shared any corrections or concerns with the researcher.  

The recommended corrections, if any, were made to the data, and the analysis process 

began.  The confirmed transcriptions were segmented and each segment labeled.  The 

analysis process entailed comparing and contrasting the labels for each participant, and 

then grouping them into similar categories.   

During the data collection process, the data were simultaneously being analyzed. 

Individual participant data analysis of the first nine participants resulted in the emergence 

of the following categories: green marketing usage for sponsorship solicitation, 

communication of green initiatives, successful green sponsorship examples; and best-fit 

sponsorship recommendations for LEED Certified public sport facilities.  Twelve 

additional interviews were conducted adding depth to each of the categories.  After a total 

of 21 interviews the researcher concluded that the saturation point was reached with 

nothing new being discovered (DePaulo, 2000) and discontinued the data collection 

process.  Engaging in the dual data collection processes of in-depth interviews and 

secondary document reviews led to a more valid, reliable, and diverse construction of 

realities (Golafshani, 2003). 

As noted in Table 2, the 21 total participants represented a variety of sport 

facilities each with a LEED Certification.  Of these 21 total participants, six represented 

municipal sport and recreation centers, 10 represented collegiate sport and recreation 

venues and five represented professional sport facilities.  In order to keep the names of 

the participants confidential, each interviewee was given a corresponding number to be 

used as an identifier.   
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Table 2:  

Table of types of Sport Organizations Represented in the Study 

 

 
Type of sport organization  Participant identifiers  Total number of 

participants 

representing this sport 

organization type 

 

 

 
Municipal Sport and Recreation (MSR

a
)  3, 5, 6, 9, 15, 16    6 

Community and recreation centers,  

both county and city organizations  

were represented. 

 

Collegiate Sport and Recreation 1(CSR
a) 

 1, 4, 7, 10, 11, 13, 14, 18, 19  9
 

 

Campus sport, recreation and  

aquatics venues, as well as  DI, II and 

 III organizations were represented 

 

 

Professional Sport (PS
a)   

 2, 8, 12, 17, 20, 21   6
 

Professional sport venues  

MLB, NBA and MiLB organizations  

were represented. 

________________________________________________________________________ 

 
Total Participants=         21 

 
a. 

Throughout the report when quotes are given MSR will denote a Municipal Sport and 

Recreation organization, CSR will denote a Collegiate Sport and Recreation organization and PS 

will denote a Professional Sport organization. 

 

The six participants representing municipal sport and recreation organizations were 

government employees within municipal or county sport and recreation centers.  The nine 

marketing professionals from the collegiate organizations represented a mix of campus 

recreation centers and sport venues.  The six participants representing professional sport 

organizations were marketing professionals on behalf of professional sporting venues.  
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Green Marketing Practices Specific to Sponsorship Solicitation 

The second section presents which participants reported current utilization of 

green marketing practices specific to sponsorship solicitation and to what extent these 

practices are being applied.  Although all of the participants reported evidence of green 

marketing practices with consumers and the general public, only 15 of the 21 participants 

reported that that these practices were currently being implemented as part of their 

sponsorship solicitation strategies.  Additional specifics on these strategies noted as 

supporting evidence for each individual participant can be found in Appendix D.  

Participants who reported strong evidence of consciously utilizing green marketing in 

their sponsorship solicitation are listed as in the table as “Strong.”   If a participant gave 

moderate evidence of green marketing in sponsorship solicitation, he or she is listed in 

the table as “Moderate.”  If the participant gave minimal evidence of green marketing in 

sponsorship solicitation, he or she is listed in the table as “Weak.” If participants offered 

information contrary to the current use of green marketing in their sponsorship 

solicitation strategies, they are listed in the table as “None.”  Each of these levels of green 

marketing usage are detailed next and supported by evidence obtained in the individual 

participant interviews. 

If a participant reported strong evidence of consciously including green marketing 

in sponsorship solicitation, he or she is listed as “Strong.”  Often the participant 

expressed pride on having achieved the Certification and an ability to boast about green 

initiatives as noted below by Participant 2, PS. 

From the start we made sure everybody that we work in the building whether it be 

on the sponsorship side or general contractors we have our own housekeeping that 
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we subcontract out and pest control and that other fun, boring stuff that no one 

really cares about but operations people.  We make sure that in each of those 

contracts that we are dealing with people that maintain a certain level of service 

that has something to do with our green initiatives and LEED Certification.    

From a sponsorship side, I know that when (sales) puts together a proposal that 

there is always a one-page deal of “this is what we did last year” that talks about 

our energy savings and things like that just to show our potential clients where we 

are at, our green sustainability.   (personal communication, November 14, 2012) 

In addition, Participant 4, CSR (personal communication, January 21, 2013) offered the 

following comments:   

Absolutely!  Because we achieved our goals.  And now we can boast that part of 

what we wanted to get done was LEED Certification and we definitely achieved 

that.  That is one of those pride factors we could boast about when we were 

involved in this project. 

As shown through these text segments, the five participants falling under the “Strong” 

category detailed an intentional use of the green marketing in their sponsorship 

solicitation strategies.  

If a participant reported evidence of green marketing in the sponsorship 

solicitation process, he or she is listed as “Moderate.”  These participants confirmed 

using green marketing strategies but efforts were not as well-planned out or thorough as 

the participants in the “Strong” subcategory. 

Having the LEED Certification is a good point that we share with sponsors, but it 

is not a selling point.  Every time we mention the [venue] we mention the LEED 
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Certification and tout the fact that we have it.   (Participant 15, MSR, personal 

communication, February 23, 2013) 

The three participants falling in the “Moderate” subcategory often mentioned their green 

marketing strategies to be emergent in nature.  Yes, they are proud of the LEED 

Certification, but it is not a central piece of every sponsorship pitch. 

If the participant gave weak evidence of green marketing in his or her sponsorship 

solicitation they are listed as “Weak.”   Often these conversations had conflicting 

messages began with denial of green marketing and ending with a green marketing 

details.  This conflicting data resulted in seven participants falling into the “Weak” 

subcategory.  Evidence of these findings was established in the following text segments. 

So it is something we have not focused a lot.  Being up here a lot of our sponsors, 

our sponsorship packages, have kind of been current partners that have carried 

over through the years.   We have solicited new partners but have not really put a 

great emphasis or focus on going after green initiatives that may match up maybe 

with the sponsors’ interests. There are a few companies in town that are obviously 

are high on the green initiatives- whether it be the power companies and other 

elements that they are pushing green initiatives when you partner with them.  But 

they have not brought those plans or goals of green marketing into (the venue) 

and what they are doing with us.   But I always start by everybody I meet with, 

whether it be a local sponsor or regional or even a national sponsor, going through 

the arena:  How many people does it hold?  What are the amenities, What is the 

certification? How Green is it?   Not every arena around the country is LEED 
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Certified or has other amenities that [the venue] has.  (personal communication, 

Participant 7, CSR,  February 1, 2013) 

Participant 8, PS  (personal communication, February 2, 2013) described successful green 

marketing as not being too aggressive, unless the potential sponsor is a company that 

pushes a lot of green products or services.  This recommendation was further detailed in 

the following text segment:    

If it is a company that green isn’t one of their priorities than it is not something 

we go around touting.  Sure we are proud of it, we do tout it.  We hang banners, 

we have signage around the building but it is not something (we) generally 

incorporate into their pitch. 

Another participant, 17, PS, explained this green marketing idea further and how they 

seldom incorporated it into the sponsorship solicitation strategies. 

In some cases.  But, it is more of a case by case example.  The bottom line is 

maybe it should be.  It is not in the forefront of what our key messages are from a 

corporate sales point.  It is sort of, in a way, dependent upon what the marketplace 

says.  Are people asking for it?  Are people asking about it?  Are they interested?  

And some of it is dictated by that. .  (Participant 17, PS, February 25, 2013)   

The “Weak” findings offered mixed findings for seven participants showing that green 

marketing played a different role in each venue and was often dependent upon the 

marketing professional’s perception.  These professionals were often not convinced of the 

benefits or value a LEED Certification brought to a sponsorship package. 

If the participant offered information contrary to the use of green marketing in the 

sponsorship solicitation strategies they are listed as “None.”  These participants did not 



90 

 

 

report using their green initiatives in currently soliciting sponsors.  For example, 

Participant 3, MSR, noted the following: 

Specifically, when it comes to sponsors, we do not have any yet.  We are planning 

to go to the council for approval for this someday.  The marketing we have done 

has been press releases and website postings.  Right now, due to our challenges, 

this is all we are planning to do. (personal communication, November 14, 2012)  

Participant 5, MSR, shared similar ideas and perceptions of using the LEED Certification 

as a part of the sponsorship solicitation strategy: 

For sponsors, probably not.  It is more about what we are doing in the center and 

how we serve a community that has all sorts of needs, diversity, low income, 

disabilities.  That really is our mission and that is what sells.  It’s telling the story 

that our citizens use it, need it, and makes the city a more livable place because of 

it.  (personal communication, Participant 5, MSR, January 23, 2013) 

Additional phrases such as “Not currently,” and “Not right now,” and “We moved away 

from that” were shared by Participant 13, CSR (personal communication, February 22, 

2013).  Additional text segments and a more detailed table of the lack of current use of 

green marketing in sponsorship solicitation at these six LEED Certified sport facility 

marketers can be found in Appendix D. 

Out of the 21 participants interviewed, all provided evidence of having used 

green/LEED marketing to solicit sponsors at one time or another during their operations 

either during the design-build phase or currently, even those in the “None” subcategory. 

This explains why all of the participants were chosen to take part in the study.  Yet when 

specifically looking at current sponsorship solicitation strategies being used by LEED 
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Certified sport marketers, only five noted strong supportive details for current green 

marketing usage.  Evidence in Appendix D suggests that during the initial building and 

design phases, marketing professionals utilized green marketing strategies more often 

than after the venue was opened and operating.  Often the initial sponsors were targeted 

for capital for the new construction or renovations costs. These initial solicitation 

strategies were not necessarily continued once that facility was open and operating as 

noted by the following text segments: 

Since the first two years, we have not done a lot of marketing for it.  And then in 

our fourth year the department experienced severe budget cuts and lost half of our 

work force including our marketing person.  Right now we focus on running a 

successful business and we have to be a hundred percent cost recovery and not 

reliable on tax dollars.  So that is our focus more than the business mechanics 

itself.  LEED was a great bragging right at the beginning but right now it is more 

focused on just running the business and serving the customers and keeping it as 

simple as possible with limited staff.  (personal communication, Participant 5, 

MSR, January 23, 2013) 

Similar ideas were expressed by Participant 15, MSR: 

Green marketing and the use of the LEED Certification was a big selling point for 

the facility when it first opened.  We definitely used the LEED Certification in 

our marketing materials.  But now the focus is more on marketing the programs 

within the facility. (personal communication, February 23, 2013) 

In the case of Participant 16, MSR, the marketing professional admitted that the LEED 

Certification was not a part of the sponsorship solicitation strategies.  Although, further 
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conversation determined that this person was not an original staff member.  The marketer 

shared the following story, offering a deeper insight as to how the marketing had evolved 

from the design-build stage into current operations: 

I think they did when the building was first opened.  There might have been more 

interest in that.  There were at the time, so for maybe the first five years when the 

building was first opened, more groups contacting us for tours of the facility.  And 

staff person that talked with groups about this particular building and how we did 

it and how we did it and why we did it.    There still is a few of those requests that 

come in, maybe a couple times a year.  But not as many as we had.  (personal 

communication, Participant 16, MSR, February 23, 2013) 

Summary of Green Marketing Communication Methods 

In the third section, a summary of the green marketing methods used in soliciting 

sponsors are stated.  The following table, Table 3, lists green marketing communication 

methods used in sponsorship solicitation by the study participants.  The reported 

frequency of occurrences of participants is also noted.  This information supplements the 

green marketing strategies detailed in previous section, section two. 
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Table 3: 

Participant Reports of Green Marketing Communication Methods Used in Sponsorship 

Solicitation Strategies. 

 

 

Green Marketing Communication Methods: Number of Participants 

        Reporting use of this Method: 

________________________________________________________________________ 

Sponsorship Pitch (verbal presentation)     13 

Tours (highlighting green initiatives)      8  

Website (featuring LEED Certification and ES information)  8 

Sponsorship Packet (written materials)     7 

Flyers/Brochures/Newsletters/Print Ads     4 

 

As evident in Table 3, successful communication of green marketing strategies for a 

LEED Certified venue marketing professionals involved a variety of methods to highlight 

the sustainable features.  Most frequently mentioned was the use of verbal 

communication between the venue staff member and the potential sponsor as shared in 

the following example by Participant 2, PS:  That was pretty much one of the first things 

that came out of everyone’s mouth.  It started from day one.  (personal communication, 

November 14, 2012)   

Often verbal conversations were accompanied by a facility tour, referral to a 

website accenting the green features of the facility, and/or a sponsorship packet as noted 

below by Participant 2, PS, and Participant 4, CSR.   

From a sponsorship side, I know that when (marketing) puts together a proposal 

that there is always a one-page deal of “this is what we did last year” that talks 



94 

 

 

about our energy savings and things like that just to show our potential clients 

where we are at, our green sustainability.  (personal communication, Participant 2, 

PS, November 14, 2012) 

Additional insight was offered by Participant 4, CSR: 

I would say that it is definitely a part of every presentation because what we tried 

to do with our major sponsors as we were positioning the new football stadium is 

that we definitely got them on site for a tour.  As we would take them literally 

from ground level where the loading docks are, recycling, our kitchen and all that 

and we would make our way through our club level, suites and even the press 

level we talked about LEED Certification being a goal, trying to make it to 

Platinum.  And making the point we are sitting here in the middle of an institution 

of higher education we are getting the opportunity to build a stadium.  We are 

trying to build it right.  Not necessarily the cheapest way to build it. LEED 

Certification adds costs to what we’re doing but we feel like when we are done 

we will have something we can boast about in our own industry as being unique.  

And maybe trendsetting. So, I am not sure how much that played into the decision 

making of the sponsors, but it was definitely part of the pitch.  And I think it got 

them excited of being affiliated with us.  (personal communication, January 21, 

2013) 

One particular marketing professional, Participant 2, PS, mentioned that he or she had a 

specific website page just for sponsorship as noted next: 

There is tons of stuff out there including our sponsorship website.  Lots of press 

releases with various partners that we have done programs with as well as when 
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we got our LEED Certification.  (personal communication, Participant 21, PS, 

March 4, 2013) 

An alternative method of communication that appeared to be losing use frequency 

was the use of venue flyers and brochures; while the Internet was a growing avenue of 

communication.  The researcher did collect and examine a variety of secondary 

documents that added depth to the study.  These written marketing materials and website 

communication information represented LEED Certification and green amenity 

information specific to the venue that is being shared with potential sponsors and the 

general public.  Through investigation of these multi-promotional campaign strategies, 

relevant theories such as the exchange theory and the congruency theory emerged as 

being applicable within the green sporting venue marketing context.  These theories will 

be reviewed and applied in the discussion in Chapter 5. 

Successful Sponsorship Examples 

The fourth section of the results chapter explores specific successful sponsor 

examples where green marketing played a role in securing the sponsor.   This section 

answers the research question:  Which of these strategies previously mentioned have been 

successful in securing sponsorships from the perspectives of the individuals involved?  

Due to the confidentiality of the study organization identifiers are not included and text 

segments will not be incorporated. Nevertheless details of the more notable successful 

partnerships are shared in the following paragraphs.   

Four study participants mentioned successful sponsorship partnerships featured a 

large waste company.  A large waste company offered a successful sponsor partnership 

opportunity for multiple venues because of the shared green initiatives of the LEED 
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Certified facility and the sponsor.  Therefore the organization’s environmentally friendly 

goals aligned well with the green initiatives of the sporting venue.  Other corporations 

with missions focused on creating environmentally friendly products invested for the first 

time in a sport organization because they felt it was a good method for bringing their 

name before the public and aligning their brand with the brand of a green facility. Some 

of the large sponsoring companies mentioned were well-known utility providers who 

often sponsored sport venues to show their support for environmentally friendly 

initiatives. Another example of a business focused on creating environmentally friendly 

products involved a solar panel company sponsoring an energy-conserving solar panel 

addition in newly constructed stadium.   This partnership offered the sponsor an 

opportunity to support the green initiatives of the venue as well as demonstrate select 

products before a large audience. 

A large progressive technology company that already had a history of working 

with the sport organization made a good sponsor because it wanted to be aligned with a 

technologically advanced facility where its products could be showcased.  Now that the 

sport facility is open and operating, the sponsor frequently brings current and potential 

customers to events at the venue to enjoy the sport experience as well as exhibit the 

company’s environmentally friendly products. 

A few venues were sponsored by local family businesses and involved the facility 

naming rights offering the sponsor exposure and recognition for their business with the 

local residents.  A key to the realization of these sponsorships was name recognition 

within the venue.  Several smaller sponsors with green initiatives chose to be a part of 

specific promotions centered on cleaning up, recycling, waste reduction and composting.  
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The sponsorship promotion matched their businesses and gave them a platform to share 

information about their businesses that made sense to the consumer.  These highlight 

examples of current sponsors of LEED Certified sport facilities that were marketed and 

secured through green marketing strategies.  Several of the participating marketing 

professionals expanded the reasoning behind their successful sponsorship examples to 

include characteristics such as aligning green initiatives, researching the needs and wants 

of the potential sponsor, and offering exposure of the sponsor through marketing 

promotions.  These ideas are reiterated in the best-fit recommendations detailed in the 

next section of this chapter, section 5.  

Best-Fit Recommendations 

The final section of Chapter 4 provides a summary of best-fit recommendations 

and characteristics as noted by sport professionals involved in sponsorship solicitation.  

The following list pertains to and helps address the third research question:  What are the 

best practice recommendations of facility marketers for sponsorship solicitation that 

utilize the LEED Certification and what rationale is provided for these comments?  

Several characteristics were recommended by marketing professionals.  These have been 

grouped into the following subcategories:  Geographic Location of Sponsor, Image of 

Sponsor, Sponsor Needs/Wants, Aligned Mission of Sponsee and Sponsor, and Mutual 

Focus on Green Initiatives by Sponsee and Sponsor.  These categories and the correlating 

subcategories of each are listed in Table 4.  The subcategories are included to add insight 

as to the rationale behind the main category denoted in each recommendation by study 

participants. 
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Table 4:   

 

Categories and Subcategories of Characteristics of Successful Sponsors for a LEED 

Certified Sport Facility as Recommended by Marketing Professionals  

________________________________________________________________________ 

 
Geographic Location of Sponsor:  

Sponsor geographically located close to the venue  

Sponsor is located outside of the community 

 

Image of Sponsor: 

Sponsor is a good employer with reputation for being responsible 

Positive image/reputation of the sponsor 

Sponsorship makes sense to people to have that sponsor that venue 

 

Sponsor Needs/Wants: 

Acknowledge all sponsors are different/looking for something different  

Research based for potential sponsor  

Sponsor wants to reach fans/students  

Sponsorship offers the opportunity for sponsor to showcase  products  

Sponsor wants affiliation with the venue 

Sponsor's needs/wants can be met by the venue sponsorship packet strategies 

Sponsorship timeline fits what the sponsor needs/wants 

Makes financial sense to the sponsor and the sponsee 

 

Aligned Mission of Sponsee and Sponsor: 

Aligned values/ethical between the sponsor and the sponsee 

Philosophy/vision/goals include ES 

Sponsor and sponsee have similar objectives/interests 

Sponsor currently does business with the venue/organization  

History of partnership between the sponsor and the sponsee already exists 

 
Mutual Focus on Green Initiatives by Sponsee and Sponsor: 

Ability to match the green promotional activity/initiative with the sponsor's business  

Ability to mesh message between sponsor and sponsee 

Sponsor has existing green initiatives/ES programs  

Sponsor leadership has ES interests 

 

Sponsorship Service: 

Savvy sales staff working for the sponsee to solicit sponsors 

Sponsor has a willingness to work with creative marketing department 

________________________________________________________________________ 

 

As shown in Table 4 the study participants offered multiple characteristics they felt 

contributed to a successful sponsorship for a LEED Certified public sport facility.  
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Summary of Results 

Chapter 4 presented the results of the current study data collection and analysis 

processes in five sections.  The first section offered Table 2 as a summary of the sport 

organization sample from whom the data was collected.  The second section presented 

the results of current green marketing practices specific to sponsorship solicitation.  

Additional supporting evidence as to green marketing practices for sponsorship 

solicitation can be found in Appendix D.  In the third section, a summary of the green 

marketing methods being used were reported in Table 3.  The fourth section conveyed 

specific successful sponsor examples where green marketing played a role in securing the 

sponsor with a brief description of each.  The final section in Chapter 4 provided a 

summary of best-fit recommendations and characteristics as noted by sport professionals 

involved in sponsorship solicitation of green facilities which can be found in Table 4.  

These recommendations will be further elaborated on, along with their theoretical 

implications in the Chapter 5 discussion.   Additionally, a summary list of the code book 

data is listed in Appendix G.   
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Chapter Five:  Discussion 

The purpose of this study was to identify strategies used by public sport facility 

marketers to solicit sponsorships using their LEED Certification.  Current strategies being 

utilized by LEED Certified sports facility marketers were explored.  The research process 

involved application of a constructivist paradigm to investigate what was occurring 

within this particular phenomenon of interest.  This theoretical framework reflected the 

philosophical perceptions, assumptions and biases of the researcher that framed the study.  

Furthermore, constructivism was used in developing the research questions and 

qualitative methodology necessary to establish a body of knowledge on the topic.  The 

reported participant perceptions represented their “truth.” These explanations, beliefs, and 

worldviews served as the data collected and analyzed in the research process (Patton, 

2002).  When conducting qualitative research there are starting assumptions to consider.  

The studies reviewed in Chapter Three by Marshall and Rossman (2011), Savenye and 

Robinson (2004) and Lincoln and Guba (1985) similarly described qualitative research to 

include the assumptions of emerging design and theory in the research process, context 

within natural world settings, and a research method conducted by a human researcher 

utilizing both descriptive and intuitive knowledge.   

Chapter Five, the Discussion, presents findings as they pertain to the following 

three research questions along with insights drawn from the two theoretical concepts of 

exchange theory and congruency theory. 

1.  What sponsorship solicitation strategies that use the facility’s green features and/or 

LEED Certification are currently being used by public sport facility marketers?  
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2.  Which of these strategies previously mentioned have been successful in securing 

sponsorships from the perspectives of the individuals involved?   

3.  What are the best practice recommendations of facility marketers for sponsorship 

solicitation that utilize the LEED Certification and what rationale is provided for 

these comments?  

The 21 participants included in this study were involved in the marketing and 

sponsorship solicitation of a LEED Certified sport facility.  By implementing the green 

guidelines of the LEED Certification, the leadership within these organizations had 

already demonstrated a commitment to a widely recognized social issue, the 

environment.  The commitment may be viewed as an act of corporate social 

responsibility by the sport organization.  The dilemma addressed is: Once the marketing 

staff members within these sport venues recognized the potential for utilizing this act of 

CSR as a useful component in future green marketing practices, how were they using it? 

Therefore the discussion began with an investigation into each venue marketer’s 

communication of the LEED Certification and green initiatives information when 

soliciting sponsors. 

Discussion of Research Question One  

The first research question pertained to the current sponsorship solicitation 

strategies employed by marketers of LEED Certified sport facilities.  The literature 

review reiterated the importance of sponsorship within the sport marketing industry 

(Lamont et al., 2011; Copeland et al., 1996).  This particular form of marketing offered 

sponsors an opportunity to generate publicity (Day & Pratt, 1971), alter public 

perceptions, increase brand awareness, enhance brand image (Gwinner, 1999), and reach 
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new markets (Doherty & Murray, 2007).  In an effort to explore the first research 

question consistent with a constructivist approach, the data collected was in the form of 

opinions, ideas, and perceptions from study participants.  Each participant was asked 

about green marketing strategies; more specifically the role of green marketing played in 

sponsorship solicitation.  The interview guide questions designed to gather the data to 

address this topic were: To what extent does your sponsorship solicitation strategy 

involve green marketing? And to what extent do your green marketing strategies mention 

your LEED Certification?    

Text segments from each participant were reviewed, labeled, and categorized 

according to the level of green marketing usage. If results affirmed multiple comments of 

green marketing as a conscious, active piece of the sponsorship solicitation strategy, then 

the participant green marketing usage was categorized as “Strong.”  If evidence indicated 

that green marketing was being used in sponsorship solicitation, but not at a deliberate 

level, the organization received a “Moderate” label for their efforts.  If the participant 

offered little, yet weak evidence of green marketing efforts in sponsorship solicitation 

then they fell into the category of “Weak.” If no evidence of current green marketing use 

in sponsorship solicitation was discovered, then that particular sport organization was 

categorized as “None.”  Overall the data collection resulted in the emergence of the 

following four categories or levels of green marketing use in sponsorship solicitation 

strategies by LEED Certified sport marketers: Strong, Moderate, Weak, and None.  A 

total of five participants noted supportive details for “Strong” current green marketing 

usage; the 16 others fell within the continuum of “Moderate” to “None.”  This 

information along with multiple supporting text segments can be found in Appendix D.    
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A deeper investigation into communication methods occurred through the next 

interview guide question:  How has your facility communicated green marketing 

strategies to your potential sponsors?  This question gathered specific sponsorship 

solicitation communication methods used to solicit sponsors.  Data resulting from this 

question was detailed in Table 3:  Participant Reports of Green Marketing 

Communication Methods Used in Sponsorship Solicitation Strategies.  Table 3 listed the 

top green marketing communication methods as (1) Sponsorship Pitch- verbal 

presentation, (2) Tours- highlighting green initiatives, (3) Website- featuring LEED 

Certification and Environmentally Sustainable (ES) information, (4) Sponsorship Packet- 

including written materials, and (5) Flyers/Brochures/Newsletters/Print Advertisements.  

As evident in Table 3, communication of green marketing strategies for a LEED Certified 

venue marketing professionals involved a variety of methods to highlight the sustainable 

features.  Most frequently mentioned was the use of verbal communication between the 

venue staff member and the potential sponsor.   

In addition to the information collected during the interview process, secondary 

data sharing was encouraged by inquiring:    Are there any website documents or 

materials that you would be willing to share?  In response, study participants offered a 

plethora of supplemental marketing documents that they felt would be beneficial to the 

purpose of the study.  Examples of secondary documents included website links, 

marketing flyers/brochures, venue LEED Certification information sheets provided by the 

architect, sponsorship packets, press releases, on-line links to virtual facility tour links, 

links to lobby kiosks featuring environmental sustainability initiatives and LEED 

Certification data, and a PowerPoint one marketing professional had recently presented to 
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a local university student group on the green venue.  Although these documents 

represented an inconsistent mix of materials, they provided fact checking opportunities 

and confirmed the existence of green marketing strategies shared by the individual 

marketing professional during the interview.  The review of green marketing materials, 

the secondary documents, strengthened the accuracy of the interview data collected and 

provided a visual image of the promotions and strategies shared by the marketing 

professionals.  Patton (2003) stated that analyzing documents, files, records, and artifacts 

can be useful information-rich research sources that add depth to the overall study by 

providing additional insight to the discussion.   

Previous research determined that increased consumer awareness of an 

organization’s environmental efforts was an essential component of a green marketing 

strategy.  Yet, raising consumer awareness is often challenging, requiring a multi-faceted 

marketing approach.  Green promotional tactics reported by Simpson (2003) included 

mailings, e-mail notices, newspaper article, posters, stickers, class room presentations, 

and guest speakers.  Another idea involved the installation of a sign within the entrance 

of each LEED Certified building providing data on annual energy savings and costs.  

Often the high dollar amounts posted on the signs shocked people and spurred 

conversations on conservation.  Other marketing recommendations included the 

launching of a comprehensive outreach program with a catchy slogan, logo, and 

campaign resource materials.  This often entailed creating and promoting an educational 

internet web site (Simpson, 2003).  The current study confirmed these research findings 

with marketing professionals sharing a variety of green communication methods and 

secondary sources. 
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As reported in the literature review, sport marketing research often made use of 

the exchange theory that concentrated on the target audience (Andreason, 2001) and was 

based on a voluntary exchange of resources for perceived benefits (Heimann, 2003).  

Exchange theory focuses on the audience’s perceptions of the benefits they would receive 

through the consumption of a certain product, or the adoption of a certain behavior, and 

serves as a key audience motivator and indicator of future behaviors.  To persuade 

someone to take part in an exchange, the person must believe the benefits of adopting 

preventative behaviors outweigh the costs of the purchase (Heimann, 2003).   

The current research project recognized the role the exchange theory and sponsor 

perceptions played in securing sponsorships. Data was analyzed through an inductive 

analysis process.  Inductive analysis meant the categories of analysis came from the data; 

they emerged out of the data rather than being imposed on them prior to data collection and 

analysis (Patton, 1980).  Furthermore, the constructivist approach (Denzin & Lincoln, 1994) 

underpinned the study.  In line with this approach, the investigator’s interpretation of events 

and situations involving sport marketing professionals provided the building blocks for data 

construction and interpretation.  Study participants provided evidence of the exchange theory 

concept by emphasizing the perception of the potential sponsor.  Marketers attempted to do 

this through environmental education and touting of the LEED Certification and green 

initiatives.  Most notable were comments about pride in having achieved a LEED 

Certification, such as those shared by Participant 8, PS, who said:  Sure we are proud of it; 

we do tout it (personal communication, January 12, 2010).  Another participant stated 

similar thoughts: 

Because we achieved our goals.  And now we can boast that part of what we 

wanted to get done was LEED Certification and we definitely achieved that.  That 
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is one of those pride factors we could boast about when we were involved in this 

project. (personal communication, Participant 4, CSR, January 21, 2013) 

Participant 21, PS added: We pride ourselves as an organization for what we have been 

doing for years and years and years from an environmental sustainability perspective.  

The LEED Certification is a result of a lot of that work. (personal communication, March 

4, 2013)   

When marketing staff members conducted tours, discussion surrounding the 

LEED Certification offered an educational opportunity and a chance to enhance the 

perception of the venue’s value.  The following text segments gave insight into the use of 

LEED as an educational tool on tours.   

We do a significant amount of tours here for different sized groups, if there is a 

conference that’s here or just various groups.  In the course of an evening we may 

have two or three tours take place and our department typically leads those tours 

but I have joined for easily a dozen if not more.  And without fail every one of 

those has included some discussion about the green features inside and outside of 

this building that we have and the LEED status because, you know, it is 

something we are proud of.  [Furthermore] It is generally well received.  It is 

something we can be proud of.  Because it is a city owned facility whenever we 

tour that it is an investment in the city’s collective future.  We are not putting up 

stuff that is loaded with asbestos and doesn’t consume a lot of power.  It isn’t 

blight or anti-green.  It is something, and I have heard it mentioned by other 

people at other city events, and it was touted, especially when it was first opened, 

that this was LEED Certified.  It is well received.  As the weeks and months go on 
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we may not hear it as often, but it is still a good selling point for the venue itself. 

(personal communication,  Participant 8, PS, February 2, 2013) 

Participant 4, CSR, offered the following details about facility tours at the particular sport 

venue. 

Yes and the tours can be given by anybody on our staff- all the way from our 

Athletic Director loves to take people all the way through the stadium.  It is a 

great pride point for him because he was one of the ones who early on said we 

needed a new stadium and had to convince the students to up the athletic fees and 

the donors to chip in and same thing.  Same thing, we would bring him in on our 

sponsor closes so it starts with the Athletic Director and goes on down.  (personal 

communication, January 21, 2013) 

Application of the exchange theory in sponsorship solicitation of a LEED Certified 

facility entailed building up the value of the sponsorship with the additional value that the 

LEED Certification investment brought to the venue.  The next text segment further 

addressed this concept of adding value to the sponsorship.  

Honestly they have got to provide value.  We have to have a need for something 

and they have to provide value.  It makes sense if is related to some 

environmental initiative and they have a track record of a product that supports 

that initiative. (Participant 20, PS, March 2, 2013) 

This opinion is supported by the following evidence offered by Participant 7, CSR. 

But I always start by everybody I meet with, whether it be a local sponsor or 

regional or even a national sponsor, going through the arena:  How many people 

does it hold?  What are the amenities? What is the certification? How Green is it?   



108 

 

 

Not every arena around the country is LEED Certified or has other amenities that 

(the venue) has.  (personal communication, February 1, 2013) 

Text segment analysis involved the constant comparative method where line, 

sentence, and paragraph segments of the transcribed interviews were reviewed to decide 

what codes fit the concepts (Strauss & Corbin, 1990; Glaser & Strauss, 1967).  The code 

book information is listed in Appendix G.  Based on the analysis process, four categories 

were developed:  Strong, Moderate, Weak, and None.   These results suggested that a 

minority of the marketing professionals interviewed, only 15 of the 21, were currently 

using green marketing strategies to solicit sponsors.  Of these 15 participants, 10 

marketing professionals reported weak or moderate evidence with the efforts they made 

with their green marketing efforts.  This left five study participants confidently using 

their LEED Certification and green efforts to persuade a potential sponsor to take part in 

an exchange.  Supporting evidence can be found in Appendix D.  Through the inclusion 

of LEED Certification information, potential sponsors may be persuaded to believe the 

benefits of adopting the partnership outweighed the costs of the purchase. 

Discussion of Research Question Two 

The second research question focused on specific sponsorship examples which 

were secured using green marketing strategies.  Consistent with a constructivist approach, 

the data collect method was in the form of opinions and perceptions of study participants.  

The Interview Guide (Appendix C) specifically asked:  Which strategies have been 

successful in securing a sponsor and the details of these strategies? Along with: Which of 

these strategies has not been successful in securing a sponsor and details of these 

strategies?  These questions were designed to open up a discussion with participants to 
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share specific examples where they implemented green marketing in their sponsorship 

pitch, possibly verbally in a presentation or written as part of their sponsorship packet.  

And, in response, the green marketing strategy was successful in securing a sponsor for 

the venue.   

The successful sponsorship examples shared by study participants offered 

rationale for why they felt the particular partnership resulted in a positive partnership.  

Often the rationale behind the success included elements of the exchange theory, 

positively influencing the sponsor’s perception of the package value.  Also, application of 

the congruency theory of aligning values/goals between the sponsor and sport 

organization were deliberated.   Since these discussions contained confidential 

information, exact details of these sponsorships will not be shared in this report.  

However, the characteristics are included in the discussion of research question three.      

As previously stated, the interview guide (Appendix C) also included the 

questions of: Which of these strategies has not been successful in securing a sponsor?  

And the details of these strategies?  At this point in the interview, the discussion a few 

participants mentioned the importance of knowledgeable and savvy sales staff for 

implementing the green marketing strategies effectively.  Often the need for LEED 

Certification education for the potential sponsors was noted.  This belief was described 

by Participant 1, CSR (personal communication, November 18, 2012): Part of it is just 

how savvy our sales staff is at determining what the true end of the day fit is or not and 

the back and forth that makes sense to both parties. 
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When they heard we were designing a green building that they thought that meant 

the building would be green; that we would paint it green.  So there was a little bit 

of an educational piece.  Actually what that means is this.  And also with the 

LEED process just helping people understand what that certification means in 

terms of how they do the checklist with the points  and what we had to 

demonstrate and prove and document in that whole process to get the Gold 

Certification.  What goes into that.  So that usually serves as a lead into, no pun 

intended, to then talk about those features, amenities and the sustainable things 

that went into getting us that.   But really there has not been any negative 

feedback or push back.  That was well early in the process. And a lot of that was 

really education piece, when we started talking about return on investment on 

some of this stuff.  Yeah there might be more upfront costs but in terms of 

operational efficiency it puts us a lot better off.  (personal communication, 

Participant 19, CSR, March 1, 2013) 

A few participants offered the name of a company they had been soliciting when 

green marketing had not proved to be effective in securing the sponsorship.  Again, due 

to the confidentially policy of the study, exact details on these examples will not be 

reported.  Nonetheless, general comments surrounding a specific unsuccessful example 

were shared in the following text segments: 

Let me think about it and get you an example from my client list.  One example 

might be [corporation].  Specifically the [corporation] has a [separate department] 

that focus more on energy audits and other things that are green focuses such as 

home is energy efficient and appliances are in good shape.  For this you pay a 
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monthly fee to have the guarantee if you will for your appliances in case they 

break down, etc., etc.  [The corporation] has partnered with us, but not this 

specific division of [the separate department].  They seem interested, but this 

specific division has not partnered with us yet.  We understand their business 

pretty well and they care about what we have to offer.  But, they have not 

necessarily wanted to focus on the green piece.  We have talked to them over and 

over the last couple of years about a partnership but have not been able to find a 

common ground and to make it happen yet with this group.  (personal 

communication, Participant 1, CSR, November 18, 2012) 

A second set of comments surrounding a specific unsuccessful example were shared by 

Participant 11, CSR, in the following text segments: 

[A corporation] actually approached asking us to apply for sponsorship for some 

of our [programs].  But we haven’t gotten back to them because we are not sure 

whether or not we want them, [the corporation] as a company, to represent us 

officially in any capacity because some of their [products] being maybe not things 

we may not really want to push.  Some of our administrative staff are not 

comfortable with a sponsorship with [the corporation].  And because of that we 

have not gone after it yet.  (personal communication, February 8, 2013) 

Consistent with constructivism, the data collected pertaining to unsuccessful sponsorships 

perceptions and interpretations of individual study participants resulted from personal 

experiences.  

Overall, examples shared demonstrated that most of the participants felt the use of 

the LEED Certification as a marketing tool offered a unique opportunity to reach 
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sponsors.  This was achieved through the application of the exchange theory, where 

including the LEED Certification information, either with a focus on the cost savings of 

operating a ES facility or a focus on the green initiatives, was used to add value to the 

sponsorship package.  The majority of professional marketers felt the commitment made 

by the initial design, construction, and management team added value to the overall 

venue presentation.  This added value positively impacted not only sponsors, but the 

community as a whole.  A key concern of study participants was to communicate the ES 

message as an added value to the sponsorship agreement.    

Research question two also expanded the discussion of successful sponsorship 

solicitation to include the idea of matching or aligning the needs and/or wants of the 

sponsor with that of the sport organization.  Evidence supported application of the 

congruency theory to add insight into how to successfully achieve the matching effect 

(Lee & Cho, 2009).  By exploring the matching effects of the LEED Certification brand 

with sporting venues and potential sponsors, the congruency theory sought to determine 

which of these partners were congruent, or fit best with each other.  Applications of these 

two theoretical concepts to sponsorship solicitation strategies are investigated next as 

specific best-fit recommendations of sport facility marketers are discussed. 

Discussion of Research Question Three 

The final research question examined best practice recommendations of facility 

marketers for sponsorship solicitation strategies that utilized a LEED Certification.  Of 

the three research questions, this final one offered the greatest potential in establishing a 

strategic framework for sponsorship solicitation for sport marketing professionals of 

LEED Certified facilities.  Additionally, insights from the previous questions were 
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explored to add depth to the framework.  The specific interview guide questions of:  

What sponsors have you found to be a good fit for your LEED Certified facility?  How 

do you determine if a potential sponsor is a good fit for your LEED Certified facility?  

And what characteristics do you consider when soliciting a sponsor?  were designed to 

assist in gathering the data necessary to answer the final research question.  (For 

reference to these questions in the interview guide see Appendix C.)   Consistent with a 

constructivist approach, the discussion data collected was in the form of opinions, 

perceptions, and ideas from study participants detailing what they believed to be best 

practice recommendations for sponsorship solicitation strategies for their LEED Certified 

sport venue.   

Data collected from discussions concerning a sponsors’ good fit and 

recommended characteristics were reviewed, compared, and developed into six 

categories.  A list of the open coding data can be found in Appendix G.  Inductive 

analysis meant the categories of analysis came from the data; they emerged out of the 

data rather than being imposed on them prior to data collection and analysis (Patton, 

1980).  The six emergent categories were as follows:  Geographic Location of Sponsor;  

Image of Sponsor; Sponsor Needs/Wants; Aligned Mission of Sponsee and Sponsor; 

Mutual Focus on Green Initiatives by Sponsee and Sponsor; Sponsorship Service 

Sponsorship Service.  Each of these main categories was expanded upon to include 

multiple subcategories of characteristics of successful sponsors as recommended by 

marketing professionals.  This information was presented in Chapter 4, Table 4. 

Farrelly (2010) determined that successful sponsorships generated value from a 

relationship that focused on strategic management with objective setting, activation, and 
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evaluation.  These elements of strategic management traced back to issues relative to 

sponsors’ rights as major contributors to a successful sponsorship relationship.  Copeland 

et al. (1996) surveyed corporations about sponsorship contracts that they had not renewed 

or had chosen to terminate.  The number one reason given by these particular sponsors 

was that the sponsorship agreement was believed to be of little value which offered an 

inadequate return on the investment.  These findings firmly supported the idea behind the 

exchange theory and highlighted the importance of understanding theory application to 

sponsorships to ensure successful relationships.  

The literature review discovered examples of green marketing that integrated 

environmental sustainability into the strategies.  To effectively accomplish this, 

businesses conducted facility research to prepare and enable administration to provide 

information on the environmental impact of their facilities and services to potential 

business partners.  When scrutinizing green marketing effectiveness, consumer opinions 

consistently stated they would prefer to choose a green product over one that was less 

environmentally friendly.  Even with this evidence, the lack of appropriate marketing has 

yet to make products resulting from green initiatives obvious to the consumer (Ginsberg 

& Bloom, 2004).  Although these findings supported the use of green marketing in the 

sporting industry, it also highlighted the challenges green marketing brought to 

partnerships such as sponsorship solicitation agreement.  For the purpose of this study, 

sponsorship solicitation was investigated in place of general marketing to consumers.  

The green marketing research determined that a single green marketing strategy 

that worked perfect for all companies did not exist (Ginsberg and Bloom, 2004).  

Managers who understood the variety of consumer motives and the reasoning behind 
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each were better prepared to generate favorable responses.  In the current study, this 

component was found to be applicable to sponsors.  Several marketing professionals 

mentioned the importance of researching potential sponsors to determine what marketing 

strategy would best produce the desired results.  An example of this is noted in the 

following text segment from Participant 1, CSR.   

Some just don’t work...  It has to be tasteful and has to tie into our brand as much 

as it does theirs.  Research based.    All sponsors are different.  Sometimes this 

process can involve 5, 10 to 15 conversations to find a fit that works for the 

company and us both.  The process is to find a middle ground that makes sense to 

help them and help us revenue-wise.  All sponsors vary by their timeline, 

budgeting, initiatives, what they want and the time of year.  Part of it is just how 

savvy our sales staff is at determining what the true end of the day fit is or not and 

the back and forth that makes sense to both parties.  If they, the company, has an 

initiative that we can makes sense for us to into in then we can talk to our fan base 

and [customers].  (personal communication, November 18, 2012) 

Due to this belief a number of characteristics and recommendations of successful 

sponsorships were reported by study participants.   These multiple characteristics 

contributing to successful sponsorship solicitation of a LEED Certified sport facility were 

reviewed, organized into related categories, and presented in Table 4. These 

characteristics are investigated in the following pages along with supporting text segment 

evidence and theoretical concepts. 

The first best practice recommendation noted by facility marketers for 

sponsorship solicitation focused on the sponsor’s geographical location.  Giving 
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consideration and attention to the location of where the potential sponsor’s business 

operated was important. Generally a sponsor who was geographically located close to the 

venue offered a good fit for the sport venue and sponsorship partner as noted in the 

following text segment from Participant 4, CSR.   

Some are local and they are drawn to wanting to be affiliated with the (university) 

because we are the biggest employer in (they city) and the economic engine for 

the entire region here.  You have hospitals, car dealerships and banks that 

obviously want to have involvement in and show their support.  (personal 

communication, January 21, 2013) 

One exception to this recommendation came from Participant 6, MSR, (personal 

communication, January 30, 2013) who noted that a characteristic of a successful sponsor 

for the venue was a sponsor located outside of the community as noted in the following 

text segments.   

What I mean by that is that our community since 1970 really has, there is more 

solar powered energy in our community than any other 6,000 member community 

exists in the world...  There are more solar companies in this town than you can 

count on your hands and toes.  So there is a real focus here for that type of energy.  

We are actually not that unique here.  It is interesting here in this small little town.  

The other public buildings, one being a renovation of an old elementary school, is 

also LEED Platinum or Gold, LEED Certified building with solar power on the 

roof, energy navigator, touch screen in the lobby.  So we were the first one to do 

this but the new facilities built after us are designed that way.  (Therefore) I think 

it is a selling point for our community.  If we are looking for some sponsorships 
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from somebody outside our community then it is almost more important to bring 

that up than sponsorships with someone within our community because it is 

almost a dime a dozen.  It is interesting. 

Participant 6, MSR, was the only participant to express these beliefs of looking outside of 

the local community to solicit sponsors, but offered evidence as to reasoning behind these 

comments.  This example reinforced why researching the potential sponsor in advance 

was an important step in the sponsorship solicitation process. 

The second sponsorship solicitation best practice recommendation focused on the 

image of a potential sponsor.  Ensuring a sponsor brought a positive image and reputation 

to the business agreement was important in ensuring the relationship was viewed as a 

good fit in the eyes of the consumers.  The sponsorship relationship needed to be viewed 

as altruistic and true to the ES initiatives.  Examples detailed in the results of this study 

demonstrated how specific sport organizations were, through the use of sport 

sponsorships, allowing corporations to express interest in local ES activities.  These 

sponsorships demonstrated the positive influence a corporation had on the quality of life 

for their own workforce while enhancing an image of community goodwill.  A sponsor 

known as a good employer with a reputation for being responsible within the community 

where they conducted business was noted to be a good fit.   

On the sponsorship side, if we are talking to a partner that may have a reputation 

of not being responsible on the service end and the (sales) team were having 

conversations with them.  Then the feedback would be that we are not 

comfortable working with that partner because we feel there are red flags on the 

back end of the field.  That would end our pursuit on the sponsorship side.  Green 
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is a big trump card here.  (personal communication, Participant 2, PS, November 

14, 2012) 

These text segments detail how a positive image influenced the corporate sponsors that 

were targeted by the marketing professionals. 

The third recommendation for successful sponsorship solicitation recognized the 

variety of sponsors’ needs and wants.  By researching a sponsor’s unique interests, 

marketers were able to determine what each was seeking and address this in the 

individual sponsorship agreement.  Sport sponsorships offered several positive avenues 

for serving a sponsor’s needs and wants.   One such characteristic was the corporate 

opportunity to target markets that matched preferred clientele and magnify the impact of 

the advertised message (McCarville & Copeland, 1994).  As sports possess distinct 

characteristics, sponsors were able to differentiate their message through alignment with 

various sport organizations, events and athletes.  The growth in sport sponsorship 

provided a unique avenue for targeting consumers and positioning products. These 

actions enhanced brand awareness, improved corporate reputation and image, improved 

relationships with consumers and fans, and manipulated public perceptions (Dolphin, 

2003).  Sport sponsorship has grown into a popular strategic marketing tool that reaches 

many people in a quick, easy, and cost-effective manner (Kitchen, 1993). 

Study participants frequently mentioned sponsors seeking affiliation with the 

venue and an opportunity to showcase their products.   The marketing professionals noted 

how these particular sponsors’ needs and wants were addressed through the venue 

sponsorship pitch and packet strategies.  Also, when soliciting a sponsor, a timeline 

tailored to the individual sponsor’s needs that made both marketing and financial sense 
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was key toa successful partnership.  Sponsorship agreements were viewed as business 

agreements offering the sponsor the opportunity for increased financial performance.     

The sport marketers interviewed stressed understanding how corporations viewed 

and assessed sponsorship opportunities.  This process involved basics underlying the 

exchange theory with a focus on the target audience (Andreason, 2001; Smith, 2000) and 

a voluntary exchange of resources for perceived benefits (Heimann, 2003).  The 

exchange theory focused on the audience’s perceptions of the benefits they would receive 

through the consumption of a certain product, or the adoption of a certain behavior, as a 

key motivator and indicator of future behaviors.  To persuade someone to take part in an 

exchange, the person must believe the benefits of adopting preventative behaviors 

outweigh the costs of the purchase (Heimann, 2003).  The exchange theory in marketing 

originally focused on the direct transfers of tangible entities between two parties but now 

acknowledges exchange includes of meanings, symbols, and other intangible items 

(Bagozzi, 1978).   In the current study, the LEED Certification can be viewed as a 

symbol of organizational commitment to green initiatives and environmental 

sustainability. 

The exchange theory was established on the three basic principles by McCarville 

and Copeland (1994).  The first principle, rationality, was characterized by an action 

being directed toward specific goals or rewards.  The action was typically selected from 

various potential alternatives and the response was impacted by both positive and 

negative variables.  Rationality suggested that partners sought valued outcomes and that 

the individual identity of each partner influenced these values.  The second principle of 

the exchange theory was marginal utility which referred to the relationship between 
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access to rewards and the value assigned to them.  Similar to the concept of supply and 

demand, as rewards became more accessible and regular the recipient’s perceptions of the 

value of these rewards decreased.  Fairness was the third principle discussed in the 

exchange theory.  The distribution of resources and rewards was critical to the 

maintenance of any exchange relationship. Partners were more likely to continue 

participation if they believed the resources and rewards were being allocated in a fair 

manner. 

Application of the exchange theory to the current research topic recognized the 

role potential sponsor perceptions played in building relationships with the sport 

organization as well as members/fans/consumers.  For marketers of LEED Certified sport 

facilities, it was critical to determine if the targeted sponsor’s values involved 

environmental sustainability and then, when appropriate, frame a sponsorship campaign 

around these values.   Research of potential sponsors’ assisted in understanding what 

incentives, such as a LEED Certification, should be advertised.  Therefore, considering 

the sponsor’s specific interests was a recommendation of sport marketing professionals.  

This information enabled the marketing team to design a product and a message 

promotion that appealed to the sponsor’s pre-existing ES values.    

The fourth category of recommendations for successful sponsorship solicitation of 

a LEED Certified sport facility entailed alignment of the missions of the sponsee and the 

sponsor.  This process involved research as to how the values, ethics, philosophy, vision, 

and/or goals of each partner fit with those of the other.  Often the sponsor and sponsee 

had similar objectives that offered a good strategic and cultural sponsorship fit 
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opportunity.  The belief in alignment was noted in the following two text segments from 

Participant 7, CSR, and Participant 10, CSR. 

You just have to find the right business that has their vision and their goals 

aligned to make it work.  (personal communication, Participant 7, CSR, February 

1, 2013)  I am not real sure what it was that made this the perfect match, but 

clearly there is something from the family perspective with what we were doing 

that those priorities aligned very well. (personal communication, Participant 10, 

CSR, February 14, 2013) 

The literature review defined cause-related marketing as the marketing strategy an 

organization used to associate itself with a good cause (Irwin et al., 2003; Kim et al., 

2010).  The cause can be purely altruistic or may serve the organization’s self-interest 

and image (Kim et al., 2010).   When the sponsor and sport organization were matched 

appropriately, sponsorship effectiveness was maximized.  If the associated brand image 

and the sport event were mismatched with the lifestyles and interests of a target market, 

the sponsor failed to reach targeted consumers and the message was not conveyed 

(Crimmins & Horn, 1996).  When applied to the matching of a sponsor and a sport 

organization, the congruency theory suggested that sponsor reactions were influenced by 

how they, the sponsor, perceived the fit.  Participant 2, PS, shared how they had 

successfully secured sponsor for the community center by aligning the sponsee ES 

mission with that of a local business.  Participant 9, MSR, offered this example: 

We are looking for businesses and civic groups that share the same goals we do.  

Again, when we talk about [the venue] we talk about environmental education.  

That is really of more significance than anything on site.  And we have learning 



122 

 

 

opportunities for all ages so we have learning opportunities for four year olds all 

the way up to seniors.  So we are looking for others who share those same 

principles.  Making better choices in life, looking at how we can save water, 

growing plants that are drought tolerant and the rain gardens and again recharging 

the aquifers.  Those are all opportunities to encourage others to do the same thing 

and others to share the same philosophies that we do concerning environmental 

education.  (personal communication, Participant 9, MSR, February 4, 2013)  

The text segment from Participant 9, MSR, demonstrated how the sponsor and sport 

organization were matched appropriately; in return, the sponsorship effectiveness was 

maximized. 

 If history of a productive working relationship between the potential sponsor and 

the sport organization already existed, then insight in to alignment of the organizations 

was pre-established. Evidence of a business relationship that turned in to a sponsorship 

agreement was shared by Participant 4, CSR.  

So when we looked at potential sponsors inside the stadium and perhaps for 

naming rights we began on the inside looking at university vendors that may have 

a pretty good stake at what’s going on.  I didn’t know anything about [the 

company] but the amount of money that was being spent with them was big 

enough that we decided to do little bit of research.  So we got them to campus, we 

are one of their bigger properties, they got very excited about the proposition of 

naming rights and we actually after the presentation got moving on crafting their 

proposal and their proposal and everything within two weeks.  So, it ended up 

they were a terrific fit. (personal communication, January 21, 2013) 
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Based on the success of previous work history, the sponsor was identified and then 

targeted for a potential sponsorship deal as noted by Participant 9, MSR, in the following 

statements. 

So they are located right here in [city], their shipping facility is.  And they have 

been here a long time.  So we have partnered with them before but never for 

anything this large.  So we told them what are goals were and they were really 

impressed with that (personal communication, Participant 9, MSR, February 4, 

2013).  As we talked about managing our storm water, the vegetative roof s and 

things like that and the whole LEED process.  They were very impressed with 

that.  So they felt it was a good match for them. (personal communication, 

February 4, 2013) 

Participant 19, CSR, shared a similar example. 

We have worked with other; they have been involved on campus with student 

activities and other campus events and such.  We got to know their contact person 

through some of those so we were able to work that out.  That just sort of 

happened.  (personal communication, Participant 19, CSR, March 1, 2013) 

 Participant 20, PS, reported creating sponsorships with corporations they were already in 

business with such as a recycling and a cleaning supply company.  These beliefs were 

consistent with the matching concept underlying the congruency theory.  Determining the 

right fit for a sponsor of a LEED Certified facility involved application of the congruency 

theory.   By exploring the matching effects of the LEED Certification brand with sporting 

venues and potential sponsors, the theory looked to find which of these partners were 

congruent, or fit best with each other.  Again, it was recommended that through research 
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and an examination of the sponsor and sport organization’s objectives, a marketer could 

apply the congruency theory concept to in the solicitation process.   

Identifying a mutual dedication or concern for green initiatives by both the sport 

organization and the sponsor was the fifth recommendation for successful sponsorship 

solicitation recommended by marketing professionals.  Here the study participant 

examined the green promotional activity or green initiative of the sponsor's business. The 

intent was to mesh the green message between sponsor and the LEED Certified sport 

organization.  In order to do this, the sponsor had to come into the sponsorship 

partnership with existing green initiatives and/or active ES programs.  The following text 

segments detailed how important this recommendation was for these two business 

partners to be a good fit.  

Part of this is that we ask them if green initiatives are important to them and if 

they are interested in focusing on a high level partnership with us.  So we need to 

ask and find out from them what their philosophy about green marketing is and 

then we can try to tailor if that is important objective to them to accomplish 

within their partnership with us.  If their philosophy is about green marketing then 

we try to do our best to tailor this philosophy into our partnership with the 

company.  (personal communication, Participant 1, CSR, November 18, 2012) 

Participant 21, PS, reiterated the strength of a sponsorship agreement that they had 

established based on similar green interests.   

Yes, they [the sponsorships] are built on the consumers and businesses buying 

and partnering with them for what they do both from an environmental and a 

sustainability viewpoint as well as the cost savings in pursuing the alternative 
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energy sources.  So what better place to put a stake in the ground than with an 

organization that has been at the forefront of solar as well as other environmental 

practices.  So with them we pursed a program where there is now a new LED sign 

that is powered by [sponsor’s product] in our ballpark.  They sponsored our Green 

Team in the ballpark last year, which is our group of employees who during the 

seventh inning they go through the ballpark and collect recyclables. (personal 

communication March 4, 2013) 

It was highly recommended by Participant 1, CSR, and Participant 21, PS, to look for a 

sponsorship partner where company leadership had already committed to, and was 

actively demonstrating, environmentally sustainable initiatives. 

The sixth and final category surrounding best practice recommendations for 

soliciting sponsors for a LEED Certified sport facility concentrated on sponsorship 

service.  This recommendation underlined the importance of employing savvy sales staff 

members capable of presenting sponsorship packages in a creative, convenient, and 

timely manner.  Offering to partner on the promotion of a quality product while 

committing to LEED initiatives helped establish the value of the sponsorship.  

Furthermore, having knowledgeable staff members to communicate these ES benefits and 

the LEED Certification information was emphasized.  Based on the delivery of the green 

marketing message by the marketing professionals, the sponsor’s perception was 

impacted.  This related back to the exchange theory and the enhancement of another’s 

value perceptions.  

The importance of staff member CRM buy-in within an organization was 

identified by Ginsberg et al. (2004).   Ginsberg stressed that both the organization 
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leadership and the staff member community’s support was needed for the CRM strategy 

to flourish.  Enthusiasm and ideas that originated from the staff team proved to be central 

to the success of a socially responsible operation.  Building and maintaining 

organizational credibility was something staff members actively participated in.  Properly 

implemented green marketing increased the emotional connection between consumers 

and an organization that had been branded as green.  The emotional connection led to 

increased sales and increased stock prices.  Based on the data collected and analyzed in 

the current study, this CRM connection also applied to the relationship between sponsors 

and the LEED Certified public sport organizations. 

The sponsorship service recommendations also emphasized the critical need for 

creativity within sport marketing departments.  Due to the innovation behind many green 

marketing strategies, especially when it came to promoting greenness and mixing 

corporate messages with ES initiatives (again looking for the congruency between the 

two partner’s messages), it was suggested that a sponsor be willing to work with creative 

marketing departments as characterized by Participant 12, PS: Somebody who is willing 

to work with us and an open mind to creative marketing techniques.  (personal 

communication, February 15, 2013)   

Practical and Theoretical Implications 

The literature review explored sport CRM (Ross et al., 1992; Webb & Mohr, 

1998; Barone et al., 2000; Roy & Graeff, 2003; Lachowetz & Gladden, 2003; Irwin et al., 

2003; Kim et al., 2010; Lee & Ferreira, 2011) and sport CSR research (Irwin et al., 2003; 

Ginsberg & Bloom, 2004; Babiak & Wolfe, 2006; Babiak & Trendafilova, 2010; Sheth & 

Babiak, 2010; Walker et al., 2010; Kim et al., 2010; Carey et al., 2011) and found that 
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limited research had been conducted with the environment as the social issue of interest.  

The integration of a LEED Certification, a third party verification process that a facility 

was built and/or operates with environmentally friendly initiatives (U. S. Green Building 

Council, 2012), in green marketing strategies had yet to be explored by researchers.  

Additional sport research focused on the benefits that green marketing brought to facility 

marketers such as generating revenue through influencing consumer perceptions and 

purchase intentions (Chen & Zhang, 2011; Lee & Cho, 2009; Irwin et al., 2003; Chan, 

2001; Alwitt & Pitts, 1996).  Limited research had applied the concepts of the exchange 

theory and congruency theory sport revenue generation, but this offered little insight into 

their application to sponsorship solicitation (Alay, 2010; Babiak & Trendafilovia, 2010; 

Chadwick, 2006).  The attention to generating revenue for sport facilities through 

sponsorships piqued the interests of this researcher to devise a framework that advises 

marketers on how to best attract sponsors to a LEED Certified sport facility.    

The practice recommendations offered advice for marketing professionals to 

successfully solicit sponsors for LEED Certified public sport facilities.  Based on the 

results, the exchange theory and congruency theory were integrated into the sponsorship 

solicitation process.  The context of interest was green sport facilities, specifically those 

that are LEED Certified.   Table 4 listed the sponsorship solicitation best practice 

recommendations which were further reinforced by experiences marketing professionals 

shared pertaining to green marketing communication methods and details of specific 

partnership examples.  Adherence to the theoretical concepts of the exchange theory and 

congruency theory in the final discussion allowed the researcher to add additional insight 

into how these concepts enhance the understanding behind CRM and green marketing for 
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a LEED Certified public sport facility.  The overall strategic framework for sponsorship 

solicitation of a LEED Certified public sport facility is presented in Figure 1. 
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Figure 1:  Strategic Framework for Sponsorship Solicitation of LEED Certified Public 

Sport Facilities. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

Tier One:  LEED Certified Public Sport Facility 

 Proven Green Initiatives and CSR Commitment through LEED 

Certification 

 Knowledgeable and Savvy Marketing Staff 

 CRM Potential Recognized 

 

 

Tier Two:  Research Potential Sponsors 

 Geographical Location  

 Image Reputation 

 Mission, Values and Goals 

 ES Initiatives 

 Needs and Wants 

 

 

 

Tier Three:  Create Sponsorship Package Reflective of Research Findings 

 Address Potential Sponsor's  Needs and Wants 

 Align Image, Mission, Values and ES Initiatives of Sponsor with Sport 

Organization 

 Congruency Theory “Matches” 

 

 

Tier Four:  Communication to Educate Sponsor and to Sell Sponsorship Package 

 Exchange Theory Influences Sponsor’s Perceptions 

 Use LEED Certification to Add Value 

 Address Sponsor’s Needs and Wants 
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The first tier of the framework pertains to the commitment of the facility design and 

management team to meet the standards of a LEED Certification.  The achievement of a 

LEED Certification was a clear demonstration of corporate social responsibility as the 

organization proved a commitment for the environment to the community and outside 

corporations through implementation of green initiatives.  Tier One included the 

recommendation of employing savvy sales staff that recognized the potential of LEED as 

a tool for enhancing the venue’s brand and who understood cause-related marketing.  

Employing the environmentally sustainable initiatives as the social issue, cause-related 

marketing could then be used as a key piece of the sponsorship solicitation strategy.  

Once CSR was demonstrated by the organization, the marketing staff members can 

understand the potential of CRM and the LEED brand in sponsorship solicitation 

(Ginsberg et al., 2004) and then the process can advance to Tier Two. 

The next tier in the strategic framework for sponsorship solicitation of a LEED 

Certified public sport facility focused on research of the potential sponsors.  

Recommended research areas include the sponsor’s geographical location to determine if 

a local sponsor is a good fit or if there is a need to search outside of the community, 

regionally, nationally, or even internationally, for a good match for the LEED Certified 

sport venue.  Other research areas included examining the sponsor’s public image (Kim 

et al., 2010) and reputation to ensure it fits with that of the sport organization.  The 

mission, values, and goals of the sponsor were also important to investigate.  Of 

particular interest was investigation in to the environmentally sustainable initiatives that 

the sponsor was interested in or already pursuing.  Overall, research of the potential 



131 

 

 

sponsor is necessary to identify the needs and wants of the partner to ensure the sport 

organization marketing staff member is aware of what can and should be addressed next. 

 Tier Three of the strategic framework is:  Create Sponsorship Package Reflective 

of Research Findings.  Once the sport organization has completed research on potential 

sponsors (in Tier Two) a sponsorship package should be created that reflects the needs 

and wants of the potential sponsor.  The sponsorship package should detail how the 

image, mission, values, and/or ES initiatives of the sponsor align with those of the sport 

organization.  The congruency theory assists with understanding the matching effects of 

proper alignment between the sponsor and the sponsee (Lee & Cho, 2009).   Once the 

sponsorship package has been developed with insight gained from research on the 

potential sponsor, the next step in the strategic framework can be completed. 

 Professional marketers highlighted providing education for the potential sponsors 

about the green initiatives involved in a LEED Certified facility project.  By applying the 

exchange theory concept into Tier Four of the framework, the sponsor’s perceptions of 

the sport venue (and overall sponsorship package) can be positively influenced.  This 

results in a higher perceived value of the investment due to the added value of being 

aligned with a LEED Certified venue.  Again, the communication needed to emphasize 

how the package would address the needs and wants of the sponsor and how, by aligning 

the two partners, these requests would be granted.  Multiple methods of communication 

have been recorded through the literature review and the current study to include ideas 

such as flyers, e-mails, website postings, social media, verbal presentations, and written 

sponsorship packets (Simpson, 2003). 
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Figure 1 reviewed a number of best practice recommendations offered by sport 

marketing professionals.  The multiple characteristics were grouped into the following 

categories:  Geographic Location of Sponsor; Image of Sponsor; Sponsor Needs/Wants; 

Aligned Mission of Sponsee and Sponsor; and Mutual Focus on Green Initiatives by 

Sponsee and Sponsor.  These categories and the correlating subcategories of each are 

listed in Table 4.  The subcategories were included to add insight as to the rationale 

behind the main category denoted in each recommendation by study participants. 

Appendix G reviews the multiple emergent codes derived from the data during the data 

analysis process. 

The shared ideas and beliefs were based off successful and unsuccessful 

sponsorship solicitation experiences according to the marketing professionals’ 

perceptions.  Overview of the strategic framework and sponsorship solicitation process as 

viewed by Participant 20, PS, is shared in the following text segment.  The insights 

shared how important utilizing green marketing can be in adding value to an overall sport 

organization and program.   

And the other thing that I think is worth noting is that when you look at sports, 

and you know we are a big industry and our facilities are big and our teams are 

big brands, but in terms of the resources that are consumed in the US we are just a 

tiny, small percentage of the resources.    So whatever we can do, if we could cut 

it in half it is really insignificant.  But if we can do it and demonstrate that it 

makes good business sense and then we can lead by example and share that with 

the public which is our fans.  If you can get the fans to start to adopt that and the 

businesses in your community to start to adopt that and make that kind of the new 
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normal, all of the sudden you have leveraged what we have done in our little 

world of sports to the broad audience of our society.  The real opportunity is the 

fan engagement piece.  And you can’t really engage the fans if you are not really 

engaged yourself and doing the right things.  And then the critical piece to really 

telling that story is the sponsor.  Because everything we do in-game and every 

sign that you see in a ball park or a stadium or an arena, is inventory that we sell 

that we make money from.  That we sell to sponsors.  So if we are going to start 

talking about the environment and really reach the masses you have got to get 

some of that inventory to tell that story.  And to get some of that inventory you 

need a sponsor to buy it and want to tell that story.  So when you start to connect 

all these dots together you first need to, I think, you need to be authentic and do 

some things that are meaningful and that is where the operations roadmap comes 

in.  Then when you develop that and you have a track record of success than 

hopefully you can attract a sponsor that will want to piggy back on our brand and 

tell that story and tell their story as well in an environmental way.  And now all 

the sudden you are engaging your fans even more.  So it is all kind of a journey or 

a process that leads to a better environmental performance. (personal 

communication, March 2, 2013) 

As noted in the text segment, Participant 20, PS, identified the potential the sporting 

industry offers as an influential leader and influencer in the green movement.  Figure 1 

detailed the multi-step process for soliciting sponsor for a LEED Certified sport facility.  

These steps are the outcome of insights gained through previous research featured in the 

literature review, the current study results, and compilation of the best practice 
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recommendations of sport marketing professionals involved in the study.  To create a 

strategic framework without including multiple steps would not do justice to the 

complexity behind the sponsorship solicitation process for LEED Certified public sport 

facility marketers. 

The practical significance of this study was the development of a framework that 

encapsulates sponsorship solicitation methods used by LEED Certified public sport 

facility marketers.  These findings will help to guide future sponsorship solicitation 

strategies for LEED certified facilities managers.  With only five of the 21 study 

participants reporting strong evidence of green marketing strategies in their sponsorship 

solicitation, the research identified a need to continue promoting and pursuing innovative 

avenues for green marketing to potential sponsors.  

The current research increased knowledge on a topic that has developed into 

much more than just a trend; building a green facility has become the new normal.  

Investigating how to use a LEED Certification as a marketing tool is beneficial to facility 

designers, builders, managers, marketers, and operators.  Being able to profit from a 

LEED Certification will benefit sport marketers by being able to positively affect their 

bottom line, assisting in the accomplishment of financial organizational objectives.    If 

this research can help sport managers use their LEED Certification to gain sponsors, then 

this will increase their financial success and value as a staff member. 

Taking into account practical significances aforementioned, the current research 

proposal offers a unique opportunity for the researcher to gain insight from LEED 

Certified public sport facility marketers.  Public sport facility managers require fiscal 

responsibility, sponsorship solicitation success, and a commitment to the environment 
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and community.  The findings will serve as a sponsorship solicitation reference for LEED 

Certified public sport facilities.   

Future Research 

This study explored the strategies used by U. S. public sport facility managers to 

solicit sponsorships using their LEED Certification.  Limitations of the study included 

participation purposely regulated to publicly funded LEED Certified sports facilities and 

feedback being gathered only from the public sport facility marketer’s point-of-view.  

Results focused on enticing sponsorship revenue; not fan fees, member fees, or any other 

source of revenue.  These limitations were applied to select specific participants that 

would add depth and richness to the study.  The qualitative research utilized an interview 

guide with one-on-one interviews to collect data and secondary documents that provided 

additional insight into the phenomena of interest.  The narratives and descriptions 

reported allowed the readers to judge the information and make decisions about the 

themes that emerged from the analyses.   

This study was a first in an effort featuring LEED Certified sport facilities and 

successful sponsorship solicitation.  Constructivism and qualitative methods offered the 

opportunity to investigate in-depth sponsorship solicitation practices of marketing 

professionals.  Although a few of the participants began the conversation by stating they 

did not use their LEED Certification when soliciting sponsors,  evidence shared 

throughout the interview process suggested that the majority of them were, in fact, using 

green marketing to solicit sponsorships.  These marketing strategies often had a LEED 

and/or green focus.  Furthermore, the participants not currently using green marketing 
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strategies in their sponsorship solicitation offered evidence of having done so in the past 

and/or plans to do so in the future.    

With this study being a first attempt at a new research area there are several 

recommendations for future related research projects.  These future areas for potential 

research include:  Development of a case study on each of the five participants who 

reported strong sponsorship solicitation strategies using their LEED Certification and 

green marketing strategies (Participants 2, PS; 4, CSR; 9, MSR; 20, PS; and 21, PS).  The 

case studies could be expanded to include data collection from site visits and additional 

face-to-face interviews with facility marketers and other relevant staff members.  Each 

case study would be valuable to adding additional information to sponsorship solicitation 

best practices.  A deeper analysis such as this would allow for more investigation into 

each of the categories and subcategories recommended for successful sponsorships in 

Table 4 such as geographical location and sponsor image/reputation. 

A second recommendation for further study would be to conduct a similar study 

with reflections from the sponsor’s point-of-view to determine what a sponsor believed to 

be a good fit when sponsoring a LEED Certified sport facility.  The results from the 

current study could then be compared and contrasted with that of this complementary 

research to enrich the existing findings and recommendations.   

A final research recommendation would be to separate the three types of sport 

organizations represented in this research study (MSR, CSR and PS) into three subgroups.  

Then, comparing and contrasting could be done within each of these subgroups to 

identify trends and best practice recommendations, or one group could become the new 

focus of a separate independent study.  Additional participants could be included in this 
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future research project to add depth to the project.  For the purpose of this proposed study, 

data collection could be expanded to involve data collection from site visits and 

additional interviews with other facility staff members.   

The LEED Certification process is a fairly new concept having been developed in 

2000; therefore the research opportunities in the area of green marketing and LEED are 

endless and extend beyond the United States into other international sport facilities.  As 

the number of sport facilities adopting these green guidelines continues to grow, so does 

the needs for continued research surrounding the phenomenon of sponsorship solicitation 

for a LEED Certified facility.  This research study was just the beginning. 
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APPENDIX A 

E-mail Request for Participants 

 

Lana L. Huberty, a doctoral candidate at the University of Minnesota, in the 

Kinesiology Department needs volunteers for her dissertation research study which is 

aimed at better understanding sponsorship solicitation for LEED Certified sport facilities.  

LEED Certification is a new process and few sport facilities have embraced this trend.  

Those sport facilities that have invested in the LEED Certification now have the unique 

opportunity to market their green features to potential sponsors.  Results of this study 

could help LEED Certified sport facility marketers to attract sponsors and may help 

establish a strategic framework for future sport marketing professionals. 

Lana is seeking sport professionals who are currently marketing LEED Certified 

public sport facilities.  During data collection and in the final report identity of these 

professionals will be kept confidential by replacing names with pseudonyms.  Each 

participant will be asked to participate in a phone interview which will take 

approximately 45-60 minutes.  Participants will be given the opportunity to read the final 

section of the report that relates to your interview to ensure that the information for the 

final report accurately portrays your facility and your marketing efforts.  You will also 

receive a copy of the final report. 

If willing to participate in these studies please send Lana an e-mail at: 

huber317@umn.edu.    

mailto:huber317@umn.edu
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APPENDIX B 

Consent Form for Participants 

 

Using your Leadership in Energy and Environmental Design (LEED) certification 

to solicit sponsorships:  A strategic framework for public sport facility marketers 

 

Dear Sport and Recreation Professional, 

You are invited to participate in an exploratory research project.  My name is Lana L. 

Huberty, and I am currently a doctoral candidate at the University of Minnesota in the 

Kinesiology Department.  While a significant amount of sport marketing research has 

been dedicated to sponsorship, few researchers have explored the use of LEED 

certification in sponsorship solicitation.  The purpose of this study is to gather 

information on how you use the LEED certification of your facility in marketing to 

sponsors.  This research will occur in two stages: 

(1) During the first phase you will participate in a phone interview (approximately 45 

minutes).  I will tape record the interview, as well as take notes. 

(2) During the second phase you will forward via e-mail or postal mail any marketing 

documents that you feel will complement the information shared during the 

interview.  

The information collected from the interview and documents will be complied into a 

report and your identity will not be revealed.  I will replace your name with a fictitious 

name during coding and in the final report to ensure confidentiality.  All information 

collected will be coded and kept in a locked file cabinet.  I will be transcribing the audio 
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files, and they will not be used for any other purpose without your written consent.  Your 

participation in this study will be confidential, and there are no foreseeable risks or 

discomforts.  To ensure that data collected during the interview process accurately 

reflects the participant’s perceptions, the section of the final report which summarizes 

data collected from you, will be sent to you for review, further input, correction, or 

clarification. 

 Possible benefits of this research include gathering data on how to market a 

LEED certified sport and recreation facility successfully to sponsors.  Results will be 

compiled to develop a strategic framework to assist sport facility marketers when 

soliciting sponsorship through the use of green marketing ideas. 

 This research report will be submitted as a final project for my dissertation study 

at the University of Minnesota.  My advising professor for this study is Dr. Stephen D. 

Ross, PhD, and he can be reached by e-mail at sdross@umn.edu or by phone at 612-624-

7529.   

 Your signature indicates that you have read the information in this letter and have 

decided to participate in this study.  You may withdraw from this study at any time.  

Please notify me verbally or in writing if you decide to withdraw from this study.  

Making a decision to not participate will not affect your relationship with the University 

of Minnesota.  If you have any questions or would like to read your interview summaries 

of a copy of the report, please contact me by phone at 763-568-1150 or by e-mail at 

huber317@umn.edu.  If you are willing to participate please type your name and date in 

the space provided, save the documents to your computer, and send the saved documents 

as an attachment in an e-mail to me and keep a copy for your records. 

mailto:sdross@umn.edu
mailto:huber317@umn.edu
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I agree to participate in the study. 

Name of Participant: _______________________________   Date: _________________ 
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APPENDIX C 

Interview Guide 

 

Introduction 

What is shared in this interview will be kept confidential.  Participants may be identified 

in the study report in a way that will not reveal individual identity, so please tell me what 

you think will be the most helpful in trying to successfully solicit sponsors for your 

LEED certified sport facility.  The researcher will be tape recording the interview to try 

to ensure accurate record keeping of your views and the researcher will also make a few 

notes for the same purpose. 

Do you agree to allow the researcher to tape record this interview?  

If no:   Turn off the tape recorder and continue with the interview protocol. 

If yes:  Thank you, and proceed with the interview. 

   

Interview Information 

Date of interview: __________________         Time: from _______ to _______ 
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Section One:  Demographics 

Name:  _________________________________________________________________ 

Job Title: _______________________________________________________________ 

Phone: _________________________________________________________________ 

Address: ________________________________________________________________ 

E-mail: _________________________________________________________________ 

 

Facility Name: ___________________________________________________________ 

Facility Phone: ___________________________________________________________ 

Facility Address: _________________________________________________________ 

Facility E-mail: __________________________________________________________ 

Facility web address: ______________________________________________________ 

 

Level of LEED certification: ________________________________________________ 

Date of LEED certification: _________________________________________________ 

Specific LEED certification amenities: ________________________________________ 

________________________________________________________________________ 

________________________________________________________________________ 

________________________________________________________________________ 

________________________________________________________________________ 

________________________________________________________________________ 
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Section two:  LEED marketing inventory 

1. To what extent does your sponsorship solicitation strategy involve green 

marketing? 

a. Previous 

b. Current 

c. Future 

 

2. To what extent do your green marketing strategies mention your LEED 

certification? 

a. Previous 

b. Current 

c. Future 

 

3. How has your facility communicated green marketing strategies to your potential 

sponsors?   

a. verbal  

b. mailings  

c. e-mails  

d. web page 

 

4. Which of these strategies has been successful in securing a sponsor? 

a. Details of these strategies? 
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5. Which of these strategies has not been successful in securing a sponsor?   

a. Details of these strategies? 

6. What sponsors have you found to be a good fit for your LEED certified facility? 

a. How do you determine if a potential sponsor is a good fit for your LEED 

certified facility?   

b. What characteristics do you consider when soliciting a sponsor? 

 

7. Any website documents or materials that you would be willing to share? 

 

8. That covers the things I wanted to ask.  Anything you care to add or anything you 

feel I should have asked?  

 

 

 

Probes: 

When did this happen? 

Who else was involved? 

Where were you at this time? 

What was your involvement in this process? 

How did that come about? 

Would you elaborate on that? 

Could you say more about that? 

That is helpful.  I’d appreciate a bit more detail.  I’m beginning to get the picture. 
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Closing the Interview 

Thank you for your participation.  I will be transcribing this interview and can provide 

you a summary of the interview, for clarification and/or further input.  If interested in 

having a copy of the summary, do you prefer that I provide your copy: 

-via e-mail? 

-postal mail? 

-or both? 

If you have any further thoughts before you receive your summary, please feel free to e-

mail me at huber317@umn.edu or via phone at 763-568-1150. 

 

Send follow up postal thank you card with my e-mail address, address, and phone number. 

 

Researcher’s Interview Notes 

A.  Comments about the conduct, tone, progression of the interview 

-was the participant comfortable and forthcoming, reserved, hostile? 

-were there interruptions or other events that changed the pace or effectiveness of 

the interview? 

-what are the feelings and perceptions about the person interviewed and the 

interview conduct, tone, progression, etc.? 

-what else occurs/emerges as a result of this interview? 

B. Comments about interview protocol? 

-problems encountered, anything I would possibly change before I use this 

protocol again? 

mailto:huber317@umn.edu
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 APPENDIX D 

Participant Green Marketing Utilization in Sponsorship Solicitation Strategies

 

“Strong” 

“So if someone (potential sponsor) wants to do a partnership with us and they 

have a green marketing initiative, the very first step is to have a conversation with 

(marketing) team to see what their objectives are and then to determine what the 

standards are that they would have to meet in order to be a partner in that 

particular segment of our organization.”  Participant 2, PS.  

 

“From the start we made sure everybody that we work in the building whether it 

be on the sponsorship side or general contractors we have our own housekeeping 

that we subcontract out and pest control and that other fun, boring stuff that no 

one really cares about but operations people.  We make sure that in each of those 

contracts that we are dealing with people that maintain a certain level of service 

that has something to do with our green initiatives and LEED certification.” 

Participant 2, PS. 

 

“From a sponsorship side, I know that when (sales) puts together a proposal that 

there is always a one-page deal of “this is what we did last year” that talks about 

our energy savings and things like that just to show our potential clients where we 

are at, our green sustainability.”  Participant 2, PS. 

 

“I would say that it is definitely a part of every presentation because what we 

tried to do with our major sponsors as we were positioning the ne… stadium is 

that we definitely got them on site for a tour.  As we would take them literally 

from ground level where the loading docks are, recycling, our kitchen and all that 

and we would make our way through our club level, suites and even the press 

level we talked about LEED Certification being a goal, trying to make it to 

Platinum.  And making the point we are sitting here in the middle of an institution 

of higher education we are getting the opportunity to build a stadium.  We are 

trying to build it right.  Not necessarily the cheapest way to build it. LEED 

Certification adds costs to what we’re doing but we feel like when we are done we 

will have something we can boast about in our own industry as being unique.  

And maybe trendsetting. So, I am not sure how much that played into the decision 

making of the sponsors, but it was definitely part of the pitch.  And I think it got 

them excited of being affiliated with us.”  Participant 4, CSR. 

 

 “Absolutely!  Because we achieved our goals.  And now we can boast that part of 

what we wanted to get done was LEED Certification and we definitely achieved 

that.  That is one of those pride factors we could boast about when we were 

involved in this project.”  Participant 4, CSR. 
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“We put together some information about the building components and the 

significance of the building, the uniqueness of it.  In using the green building 

materials…we focused on our LEED and also included in the general information 

that we were using, I wouldn’t say marketing, but the information we had put 

together to tell our story.  That is really how we wrapped this.  We put together 

the story of the history of using the existing site for environmental education and 

the need for building based on the success of the existing environmental education.   

And then we used that at our, I wouldn’t say marketing tool, but our attempt to 

build partnerships.  In a sense it would be marketing because we were looking 

specifically at funding donations.”  Participant 9, MSR. 

 

“(Currently) We are actually.  Our Friends of (the venue) group formed 2 years 

ago and they recently received their 50(c)3 status so they can solicit funds…so 

they are now able to solicit and go out and seek donations…through the… group.  

That would not be for operational costs, but more so for educational costs-

specifically transportation.  For students to the facility.  And also one of their 

initiatives is to promote the use of the (facility).  The other things I mentioned 

earlier is to showcase the uniqueness of the building, demonstrate the sustainable 

building and living choices that can be used in domestic and commercials 

settings.” Participant 9, MSR. 

 

 “We do around the environmental issues at our ballpark.”  Participant 20, PS. 

“Yes.   That doesn’t mean that we don’t continue to tout our LEED Certification 

as well as all of our green initiatives to pursue and secure additional sponsors.”  

Participant 21, PS. 

 

“I would not say that we have a specific sponsor on board because of the LEED 

Certification.  But the LEED Certification combined with all the initiatives we 

have from an environmental standpoint, yes.”  Participant 21, PS. 

 

“Moderate” 

“Part of this is that we ask them (potential sponsors) if green initiatives are 

important to them and if they are interested in focusing on a high level 

partnership with us.  So we need to ask and find out from them what their 

philosophy about green marketing is and then we can try to tailor if that is 

important objective to them to accomplish within their partnership with us.  If 

their philosophy is about green marketing then we try to do our best to tailor this 

philosophy into our partnership with the company.” Participant 1, CSR. 

 

“So it is more about what we (the sponsor and sponsee) want to focus on.  It is an 

important to determine if green is an initiative to them or not.  We won’t force it 

on anyone obviously, but if that’s what they want to talk about and want to 

explore further we will.”  Participant 1, CSR. 
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“It depends on who we are talking to.  If we are pushing an event here at the 

center and marketing for an event or special event here at the center, then we 

definitely include it because the event is taking place right here.  When we go out 

and look for sponsorships for baseball teams, and sponsorships for outside 

programming or outside special events, then we don’t necessarily mention it 

because it is not really attached to this building.  Everything we do in the building, 

especially if we are looking for sponsorships for activities within the building, 

then we still definitely mention that we are LEED Platinum;  that 60% of our 

energy comes from the sun, we have the day lighting which is going to make their 

event better because people feel better when they come in.  So we start to bring in 

all those elements of our LEED Platinum facility and what that would mean to the 

renter or to the event taking place here.” Participant 6, MSR. 

 

“Some.  But if I had to put a number on it I would say it is a low percentage.  We 

do do some of it, but it is not our bread and butter.   I would say maybe 5 or 10 

percent, 5 percent.”  Participant 12, PS. 

 

“It has kind of gone downhill to be honest with you.  The last couple of years we 

have not been doing quite as much of it.” Participant 12, PS. 

 

“Yes, I think we will continue to do it.  Do I think it will be one of our main 

focuses?  No I don’t.  I do think that when the opportunity arises and it makes 

sense that it helps to appeal to potential sponsors we will certainly use it.  But I 

don’t think it is probably the best use of our time to go shouting around town that 

we are LEED Certified.  I think it is nice and everything, don’t get me wrong. I 

just don’t think, that that will influence somebody to invest or not.”  Participant 12, 

PS. 

 

 

 

“Weak” 

“So it is something we have not focused a lot.  Being up here a lot of our sponsors, 

our sponsorship packages, have kind of been current partners that have carried 

over through the years.   We have solicited new partners but have not really put a 

great emphasis or focus on going after green initiatives that may match up maybe 

with the sponsors’ interests. There are a few companies in town that are obviously 

are high on the green initiatives- whether it be the power companies and other 

elements that they are pushing green initiatives when you partner with them.  But 

they have not brought those plans or goals of green marketing into (the venue) 

and what they are doing with us.” Participant 7, CSR. 

 

“But I always start by everybody I meet with, whether it be a local sponsor or 

regional or even a national sponsor, going through the arena:  How many people 
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does it hold?  What are the amenities, What is the certification? How Green is it?   

Not every arena around the country is LEED Certified or has other amenities that 

(the venue) has.”  Participant 7, CSR. 

 

“We haven’t done this a lot.  Usually if I am sitting down with them and talking 

about LEED I have a packet of information usually that describes how the arena 

was built, why it was built this way and the process it went through:  Just more an 

informational packet about the arena… in general.  Again, it is not a huge 

targeted focus on the green initiatives or the LEED Certification.  It is something 

that we mention and touch on and introduce them to it.  Like I said, we have not 

sat down with a company and brought up the green initiatives to get into more 

details on it.  If that was a case I would obviously make that more of the forefront 

and put a little package together describing green marketing and the results that 

could happen as a result of the partnership with us.”  Participant 7, CSR. 

 

“…not too aggressively unless it is a company that pushes a lot of green products 

or services.”    Participant 8, PS. 

 

“If it is a company that green isn’t one of their priorities than it is not something 

we go around touting.  Sure we are proud of it, we do tout it.  We hang banners, 

we have signage around the building but it is not something (we) generally 

incorporate into their pitch.” Participant 8, PS. 

 

“No, not really.  The initial gifts certainly paid for the construction of the building.  

The maintenance and upkeep has been rolled into our physical plant budget for 

normal operational upgrades and maintenance of the building.  I don't think there 

is efforts to attract specific donors to that building per se.”   Participant 10, CSR. 

 

“…we will use the(venue) as a pretty good model for any future building projects 

in terms of the environmental and sustainability focus.  This was a good test for us 

and it will certainly be used, as I said as a model for future projects.”  Participant 

10, CSR. 

 

“So that is reflected in our alumni publications, in our… publications… it is 

talked about extensively.”  Participant 10, CSR. 

 

“It is something that we highlight as much as possible in many, many different 

areas.”  Participant 10, CSR. 

 

“It is very strategic and intentional type of approach that we use where 

development aligns our priorities with specific donors.”  Participant 10, CSR. 

  

“Having the LEED Certification is a good point that we share with sponsors, but 

it is not a selling point.  Every time we mention the (venue) we mention the LEED 

Certification and tout the fact that we have it.”  Participant 15, MSR. 
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 “The reality is we just don't use it to market our product.”  127. 

 

At least I have not had any sponsorship pitch or renewal, or a new sale where we 

have been featuring the LEED Certification.  Whenever the LEED Certification is 

being tagged on promotionally from the (organization’s) marketing group that is 

promoting for the team or the stadium which is different than what we do which is 

advertise for our partners.  So I actually, we have no interaction doing that.”  

Participant 17, PS. 

 

“as far as keeping the ballpark fresh and long lasting, sustainable business 

practice and sustainable facility management- it is obviously incredibly important 

to that.  But just from the marketing it is not part of any marketing materials.”  

Participant 17, PS. 

 

“In some cases.  But, it is more of a case by case example.  The bottom line is 

maybe it should be.  It is not in the forefront of what our key messages are from a 

corporate sales point.”  Participant 17, PS. 

 

“It is sort of, in a way, dependent upon what the marketplace says.  Are people 

asking for it?  Are people asking about it?  Are they interested?  And some of it is 

dictated by that.”  Participant 17, PS. 

 

“Very, very little.  We are a (small organization) and we are not really allowed to 

do a lot of that.”    Participant 18, CSR. 

 

Again it was our first environmentally friendly, our first green building and it 

kinds of sets the standards of what we hope to do as other parts of the campus are 

refreshed.  Definitely.”  Participant 18, CSR. 

 

“We broke ground to do a top to bottom renovation of that facility...  So that was 

done with an eye towards being as environmentally friendly as possible.   So any 

new construction that may happen; there is nothing planned right now for new 

construction, but any renovation work, all of that is done with an eye towards 

being environmentally conscious (and modeling the current LEED Certified 

facility).”  Participant 18, CSR. 

 

“I would think that as far as the contributions go, yes.   I guess the answer is 

yes.”  Participant 18, CSR. 

 

“And certainly we do share with them our efforts to be green.  The current 

generation of perspective students supports and expects that we will be green as 

possible.”  Participant 18, CSR. 

 

“We don't do a lot of sponsorship solicitation, so not really.  No. We don't do a lot 

of sponsorship solicitation, so not really.  No.”  Participant 19, CSR. 
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“You know we do.  And usually those are, when we see the chancellor walking 

around the facility with someone in a suit then we know that is somebody pretty 

important.  They do that, they take those folks around campus”.  Participant 19, 

CSR. 

 

“But I know, especially from our administration standpoint, is that it is something 

really do put out there in the forefront with the public and donors with everybody 

is that we have this sustainability initiative.  We have got, I think, three LEED 

Gold Certified buildings now, maybe more.  But it is very much in to our 

commitment. Every building that goes up will be LEED Certified.  It is just what 

we do.  I know that is something they definitely put out there and that is something 

that potential sponsors or donors are getting.”  Participant 19, CSR. 

 

“…as I mentioned it is something that is stressed from our administration and a 

lot of our campus publication materials stress that to make a point.”  Participant 

19, CSR. 

 

“None” 

“Specifically when it comes to sponsors, we do not have any yet.  We are 

planning to go to the council for approval for this someday.” Participant 3, MSR.   

 

“The marketing we have done has been press releases and website postings.  

Right now, due to our challenges, this is all we are planning to do.”  Participant 3, 

MSR. 

 

“For sponsors, probably not.  It is more about what we are doing in the center 

and how we serve a community that has all sorts of needs, diversity, low income, 

disabilities.  That really is our mission and that is what sells.  It’s telling the story 

that our citizens use it, need it, and makes the city a more livable place because of 

it.”  Participant 5, MSR. 

 

 “They haven’t had us going out seeking sponsorships.  It doesn’t mean we 

shouldn’t make it a priority, maybe we should, but we haven’t.  Our users have a 

habit of not being real open to the sponsorship idea; they don’t really want us to 

sell out.”  Participant 11, CSR.  

 

“Not currently.” “Not right now.  We moved away from that.”  Participant 13, 

CSR. 

“We do not.  It is because our (organization’s) sponsorship policy is kind of a 

nightmare.”  Participant 14, CSR. 

 

“Sponsorships have been something that the (governing body) has a policy on 

that makes it very difficult to go in that direction.”  Participant MSR. 
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APPENDIX F 

 

Summary of Green Marketing Research Opportunities and Research Questions  

(Cronin et al., 2011) 

 

 
Research Opportunity Representative research 

question(s) concerning 
 alternative stakeholders 

 

Representative research 
question(s) 

concerning consumers 

 
RO1: Investigate the link between 
green 
marketing strategies and firm 
performance 

 
Does incorporating a green 
marketing strategy capture greater 
market share? Greater share of wallet 
from consumers? 
 
What role does government 
intervention regarding 
environmental regulation have on 
market share? 

 
Does the use of a green marketing 
strategy 
increase market share relative to the 
competition? Or can it be used as a 
differentiating factor? 
 
How can a green marketing strategy 
bridge the gap between operations 
within the firm and governmental 
regulation? 
 
What can organizations espouse to 
society to minimize expectations 
regarding future 
environmentally-friendly actions? 
 
Which green marketing strategies are 
more 
effective at maximizing stock 
returns? 
Minimizing risk? 
 

 
RO2: Investigate the relative 
effectiveness 
of various green marketing 

strategies. 

 

 
Can organizations use one of the 
three strategies to reshape consumer 
perceptions of the firm? 
 
Which individual strategy 
significantly impacts consumer 
perceptions? Or does it take multiple 
strategies used simultaneously to 
impact consumers? Is there an 
ordering effect between the 
alternative strategies? 
 
 

 
Which of the three green strategies is 
most effective at satisfying the 
government and NGOs? 
 
Which of the three strategies do 
investors 
perceive as less risky? Or most 
rewarding? 
 
Which strategy is likely to engender 
organizational (e.g., employee, 
management) commitment? 

 
RO3: Understand the developmental 
process, and associated performance 
(or outcomes), surrounding the 
generation of new green products. 
 

 
Should consumers be involved in the 
development of green products? If so, 
at what stage? 
 
How can firms market green products 
as innovative? Do consumers care if 
they are 
innovative? What aspects of green 
products 
should be stressed? What aspect of 
green 
products do consumers deem 
important? 

 
How can a firm leverage the unique 
capabilities of its supply chain 
partners in the development of green 
products? 
 
Does the development of green 
products differ from the 
developmental process of standard 
products? If so, how? 
 
In the case of acquired green 
products, how is the acquiring firm 
affected? The acquired firm? 
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Are green products that are 
developed 
internally perceived more positively 
than 
externally acquired (i.e., products 
developed by another company)? 
 

 
RO4: Investigate the role of green 
champions in the initiation, 
enactment, and evaluation of new 
green strategies. 
 

 
Can a firm use its internal green 
champion as the face of its green 
marketing campaign? If so, who 
should it be? If they do, how does that 
affect consumer perceptions of the 
firm (e.g., trust and credibility)? 

 
What position in the company do 
policy 
entrepreneurs or green champions 
tend to hold? In that position, do they 
tend to have the power to mandate 
sustainability strategies? 
 
What are the most effective 
characteristics of green champions 
(e.g., position, personality)? 
 
What are the mechanisms used by  
successful green champions to 
increase organizational buy-in? 
Which are more effective? 
 
Are firms that reduce waste rather 
than merely recycle likely to be 
viewed more positively by investors? 
 

 
RO5: Evaluate the effectiveness of 
waste 
reduction initiatives on the 
perceptions of 
stakeholders. 

 

 
Can firms utilize waste reduction 
strategies to increase consumer 
perceptions of the green orientation 
for the firm? 
 
Do consumers recognize or reward 
waste 
reduction strategies utilized by firms? 
What marketing campaigns can 
communicate internal strategies to 
consumers? 
 

 
Are firms that reduce waste rather 
than merely recycle likely to be 
viewed more positively by investors? 
 
Can waste reduction strategies used 
by firms create greater levels of 
organizational 
commitment? 
 
Are internally directed waste 
reduction 
strategies more effective than off-the-
shelf 
strategies at staving off the 
competition? 
Reducing mimicry? 
 
Can an organization use waste 
reduction 
strategies to enhance its public 
image? 
 
 

 
RO6: Examine the role of 
certification in 
shaping the perceptions of 
stakeholders 

 
Can environmental certifications be 
used to 
shape the perceived green 
orientation of a 
firm? 
 
How can environmental certifications 
be 
implemented in promotional 
strategies? 

 
Does meeting environmental 
certification 
requirements (e.g., ISO 14000) allow 
greater freedom from governmental 
regulation? 
 
Do environmentally certified firms 
require similar certifications from 
supply-chain partners? 
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How do consumers evaluate 
environmental 
certifications? Is one received better 
than 
others? 
 

Can an organization use 
environmental 
certifications as a marketing tool in a 
B2B 
setting? If so, how? 
 

 
RO7: Examine the impact of the 
construction of the supply chain on 
perceptions of stakeholders. 
 

 
Can an organization leverage its 
supply-chain relationships to 
enhance consumer perceptions of a 
green orientation? 
 
Are firms held responsible for 
environmental mistakes made by 
their supply-chain partners? If a firm 
is held responsible, what actions do 
consumers take (e.g., boycott, 
negative word of mouth)? 
 

 
Can an organization leverage its 
supply-chain relationships to 
enhance investor perceptions of a 
firm? 
 
Does the selection of supply-chain 
partners 
affect organizational (e.g., employees) 
perceptions of a green orientation? 

 
RO 8: Investigate the impact of 
closed-loop 
supply-chain strategies on 
stakeholders’ perceptions of the 
firm. 
 

 
Can firms differentiate their products 
based on the fact that they utilize 
high-recycled content?  Do customers 
perceive them positively? 
 
Does the perception of a green 
orientation 
change as a company uses more 
recycled 
products or engages in 
remanufacturing? Can these be used 
in promotional strategies? 
 
How can firms increase consumer 
participation in recycling or 
remanufacturing efforts? 
 

 
Does utilizing a closed-loop supply-
chain 
strategy impact the perceptions of 
society? 
 
How do firms convince supply-chain 
partners to participate in these 
initiatives? 
Are there mechanisms to facilitate 
participation? 
 

 
RO9: Investigate the role that green 

partnerships and alliances have both 
internally and externally on the 
perceptions 
of stakeholders. 

 

 
Does an alliance affect consumer 
perceptions of firms involved? If so, is 
the effect equal? 
 
Do the environmentally friendly 
outputs gained 
from alliances lead to enhanced 
perceptions 
of the firm or all of the firms in the 
alliance? 
 
What impact do consumer 
perceptions of fit 
regarding a firm and its green 
partnerships 
have on behavioral intentions? 
 

 
How do investors perceive financial 
costs or benefits of social alliances for 
firms? 
 
How should firms select 
organizations for an 
alliance or partnership? Once 
selected, how 
should the performance be evaluated 
(e.g., 
life cycle effects, profitability, 
perceptual 
impact)? 

 

 
RO10: Clarify the characteristics of 
consumers that affect environmental 
consumption behaviors. 
 

 
Are there innate forces within 
consumers that drive 
environmentally friendly behaviors? 
 
What types of messages are likely to 
increase PCE for consumers in order 
to increase green consumption? 

 
N/A 
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What role does an individual’s 
sustainability competence have on 
sustainability efforts? 
 
What are the barriers consumers face 
when 
attempting to make environmentally-
friendly product purchases? 
 

 
RO11: Investigating the effects of 
consumer 
perceptions of green marketing 
strategies 
toward green behaviors. 

 

 
What impact do consumer 
perceptions of firm greenness have 
on behavioral intentions? 
 
How much information should be 
presented to consumers in order to 
promote the green efforts of a firm? 
What specific information should be 
given? 
 
Are accusations of firm greenwashing 
a “death sentence” for firms 
attempting to compete on green? Are 
there strategies to overcome 
consumers’ distrust? 
 

 
N/A 

 

 



180 

 

 

Appendix G 

 

Emergent Results of Open Coding Process 

 

 

 

Is the Sport Organization Currently Using Green Marketing? 

 Yes/No 

 With Whom? 

 

Is the Sport Organization Currently Using Green Marketing for Sponsorship Solicitation? 

 Yes/No 

 

Does the Sport Organization Distinguish Between Green Marketing and LEED? 

 

Communication Methods of LEED/ES Initiatives? 

 Website 

-With sponsors? 

-With others? 

 Green giveaways 

 Tours 

-With sponsors? 

-With others? 

 Flyers/Brochures/Newsletters/Print Ads 

-With sponsors? 

-With others? 
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 Sponsorship Packet 

 Sponsorship Pitch-Verbal 

 E-mails 

-With sponsors? 

-With others? 

 Social Media 

-With sponsors? 

-With others? 

 Open Houses/Orientation 

-With sponsors? 

-With others? 

 Press Releases 

 Internal Signage/Banners 

 Mascots 

 Plaques/Framed Articles About Green Initiatives 

 

Examples of Successful Green Marketing Sponsorships? 

 Benefits to Sponsors? 

 

Best-Fit Sponsorship Recommendations by Participants? (characteristics) 

 Aligned Values/Ethical 

 Positive Image/Reputation 

 Focus on Green Initiatives 
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 Philosophy/Vision/Goals 

 Savvy Sales Staff 

 Financial Sense 

 Timeline Fits 

 Research Based for Potential Fit 

 Ability to Mesh Message Between Sponsor and Sponsee 

 Leadership Interest by Sponsor 

 Existing Green Initiatives/ES Programs 

 Similar Objectives/Interests 

 Opportunity for Sponsor to Showcase Products 

 Want to Reach Fans/Students 

 Want Affiliation with Venue 

 All Sponsors are Different/Looking for Something Different 

 Currently do Business with the Venue/Organization (History of Partnership) 

 Located Outside of the Community 

 Makes Sense to People to Have that Sponsor Sponsor that Venue 

 Sponsor’s Needs/Wants 

 Match the Promotion with the Sponsor’s Business 

 Good Employer, Responsible Reputation 

 Located Locally 

 Willingness to Work with a Creative Marketing Department 
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APPENDIX H 

Pilot Study 

Pilot Study Participant One  

Background.  The first study participant was a marketing professional at a large 

Midwestern university sport venue that is part of a NCAA Division I athletics program.  

The facility construction was completed in 2006 achieving a LEED Certification for new 

construction. Among several green initiatives, the stadium was built using more than 22% 

recycled materials and over 97% of the construction debris was diverted from landfills 

and rerouting for either recycling or reuse. 

Sustainable amenities included installation of a high albedo roof to prevent heat 

absorption and reduce the effect on the urban heat island in addition to energy efficient 

features such as low flow faucets, water closets and urinals that reduce water usage.  By 

implementing energy saving systems such as these, the facility saves more than 15% in 

energy costs annually.  Facility management has committed to a recycling program 

involving plastics, metals, paper, cardboard and glass.  Furthermore, in accordance with 

the clean air initiative, a no smoking policy was implemented.  To educate the public on 

the LEED amenities and sustainability initiatives, signs were installed at all main stadium 

entrances.  These signs outline the green design features of the stadium and are a notable 

part of public facility tours.      

During the interview process for the first participant, the interviewer took notes 

and audio-taped the conversation to ensure accuracy.  The interview and audio notes were 

transcribed and reviewed multiple times by the interviewer to ensure accuracy.  The 

transcript was also sent to the interviewee for review, providing member checking 
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opportunities to clarify correctness of the data.  Once the data had been rechecked it was 

deemed ready for analysis.   

Data analysis.  The data analysis process involved locating text segments within 

the transcript and labeling each of these separately.  These labels were compiled into a 

master list, reviewed and reduced into the following five emergent categories: 

• General green marketing/LEED sponsorship solicitation efforts 

• Successful green marketing/LEED sponsorship examples 

• Green/LEED sponsorship communication methods 

• Unsuccessful sponsorship examples 

• Characteristics of “The right fit” and a specific example 

Consistent with constructivism, these categories were developed from study 

participant data and reflect their constructed reality.  The reported perceptions represent 

their “truth,” explanations, beliefs and worldviews (Patton, 2002).  Simultaneously with 

the in-depth data analysis process, the write-up was prepared using participant constructs.  

These constructs served as data pertinent to the phenomenon of interest, including the 

consequences of participant behaviors when using of green marketing strategies.  

Interpretations included in the write-up offer insight into green marketing strategies being 

used by  LEED Certified sport facility marketing professional when soliciting 

sponsorships.   

Pilot Study Participant Two 

Background.  The second study participant involved a Major League Baseball 

venue that opened in 2010 in a major Midwestern city with a capacity of approximately 

40,000 fans.  The venue achieved a Silver LEED Certification for new construction, 
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making it the second LEED Certified professional sports stadium in the United States.  In 

2011 the facility achieved a second LEED Certification for sustainability features 

pertaining to building operation and maintenance.  For the purpose of the study, two sport 

marketing professionals representing the baseball club were interviewed.      

Data analysis.  The data analysis process for participant two also involved 

locating text segments within the transcript and labeling each of these separately.  These 

labels were compiled into a master list, reviewed and reduced into the following six 

emergent categories: 

• Recent LEED Certification facility improvements  

• General green marketing/LEED sponsorship solicitation efforts 

• Successful green marketing/LEED sponsorship examples 

• Green/LEED sponsorship communication methods 

• Unsuccessful sponsorship examples 

• Characteristics of “The right fit” and a specific example 

Again, consistent with a constructivist approach, these categories were developed from 

study participant data and reflect their constructed reality.  The reported perceptions 

represent their “truth,” explanations, beliefs and worldviews (Patton, 2002) and served as 

data pertinent to the phenomenon of interest.  These interpretations were included in the 

write-up to offer insight into green marketing strategies being used by LEED Certified 

sport facility marketing professional when soliciting sponsorships.   
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Pilot Study Research Findings 

Pilot Study Participant One 

The researcher chose to apply a qualitative constructivist approach to identify 

sponsorship solicitation strategies used by LEED Certified sport facility marketers, 

specifically in the Big Ten athletics context.  Evidence concluded that facility marketers 

at this particular sporting venue have been using the LEED Certification in their strategic 

green marketing practices.  There does not appear to be a separate strategy for marketing 

initiatives that are LEED Certification focuses, rather the general marketing plan 

encompassed the LEED amenities.  Employing knowledgeable staff to communicate 

sustainable features and benefits to potential sponsors through multiple conversations was 

a key component to the marketing strategy.  The constructs obtained from the marketing 

professional at this particular venue served as data pertinent to the phenomenon of 

interest, including the consequences of participant behaviors when using of green 

marketing strategies. 

The marketing professional interviewed at this sport venue offered best practice 

recommendations that aligned with properties found in the examples given of 

successfully secured sponsorships through green marketing; these properties involved 

determining what is relevant to the potential sponsor.  Researching potential sponsors 

was important to determine their green marketing philosophy and then tailoring to this 

philosophy within the sponsorship partnership.  Terms such as “apply,” “match,” 

“tasteful” and were used to describe how the two organizations should align their 

objectives to ensure the sponsorship agreement was mutually beneficial to both partners.  

Emphasis was put on finding the middle ground that was financially beneficial to both the 
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sponsor and sponsee and fit with sponsor’s timeline and budget.  Issues such as the 

political environment, tax credits and the opportunity for federal grants played a role in 

the timing of an agreement. 

Theoretical implications.  Sponsorship research often made use of the exchange 

theory, that concentrated on the target audience (Andreason, 2001) and was based on a 

voluntary exchange of resources for perceived benefits (Heimann, 2003).  Exchange 

theory focused on the audience’s perceptions of the benefits they would receive through 

the consumption of a certain product, or the adoption of a certain behavior, and served as 

a key audience motivator and indicator of future behaviors.  To persuade someone to take 

part in an exchange, the person must believe the benefits of adopting preventative 

behaviors outweigh the costs of the purchase (Heimann, 2003).  The current research 

project related to the exchange theory in recognizing the role potential sponsor 

perceptions play in obtaining sponsorships.  For marketers of LEED Certified sport 

facilities, knowing if the targeted sponsor values involved environmental sustainability 

and framing a sponsorship campaign around these values assisted in understanding what 

incentives, such as the LEED Certification, should be advertised.  Therefore, considering 

which benefits were most important to the audience was crucial to a sponsorship 

campaign’s success enabling marketers to design a product and a message promotion that 

appealed to the audience’s pre-existing values (Andreason, 2001; Smith, 2000).   

Obtaining explicit knowledge of the costs and benefits of actions to be promoted in a 

campaign helped minimize campaign costs and maximized the benefits (Heimann, 2003).  

Exchange theory in marketing was originally focused on the direct transfers of tangible 
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entities between two parties but now acknowledges the exchange could potentially 

include meanings, symbols and other intangible items (Bagozzi 1978). 

To successfully communicate and implement green marketing strategies with a 

LEED Certification focus, marketing staff needed to be knowledge of the sustainable 

features of the venue.  This marketing strategy did not use any written or electronic green 

marketing materials, but depended on the “savvy” staff members to engage in “multiple 

conversations” to convey the message.  For example, in the sponsorship agreement with 

the large waste company, the LEED Certification was a key component of the partnership 

negotiations.  Conversation included fan and staff education, expansion to other sport 

facilities on campus, and on-going three-year commitment to recycling.  This provided 

support for growth of the green initiatives by both the sponsor and the sponsee.   

Determining the right fit for a sponsor of a LEED Certified facility may involve 

the application of the congruency theory.   By exploring the matching effects of the 

LEED Certification brand with sporting venues and potential sponsors, this theory looks 

to find which of these partners were congruent, or fit best with each other.  Again, it was 

recommended that research, multiple conversations and an examination of the sponsor 

and sport organization’s objectives be conducted to successfully apply the congruency 

theory.  It was important to note that all sponsors are unique and some may not fit the 

green initiatives of the sport venue. 

Another theoretical concept related to the congruency theory was the social 

identity theory that closely aligns with the congruency theory (Mael & Ashforth, 1992).  

Research demonstrated that identifying and aligning with groups that have positive 

qualities can enhance one’s self-esteem.  Sport identification was viewed as a specific 
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instance of social identification whereby the object that one identified with was a 

particular sport (Gwinner & Bennett, 2008).  Among the variables examined, perceived 

sincerity of the sponsor had the highest correlation with the sponsor-event fit construct.  

Sincerity involved viewing the sponsorship motives as altruistic rather than exploitative.  

Results supported the theory that brand cohesiveness leads to greater brand knowledge.  

In turn, the knowledge resulted in a greater ability to see dimensions common to the 

event and the brand, providing insight to a better sponsor-event fit.    Browne (2010) 

advocated these views to brands that make events possible to also experience sales and 

revenue growth.  This idea of linking sponsors and sport organizations has been explored 

through numerous research studies (Cousens, Babiak & Bradish, 2006; Crimmins & Horn, 

1996; Lee & Cho, 2009).   

The research conducted at the University venue supported application of the 

congruency theory and the social identity theory in working together with potential 

sponsors to mesh their message to show an alignment of support for environmental 

sustainability.   Finding a sponsor that has existing green programs with an internal 

support factor of leadership interest in LEED Certification benefits provided an altruistic 

opportunity to link the two organizations.  This process may have involved a change in 

staff culture and additional expenses (Suttrell, 2006), yet demonstrated a commitment to 

reduce the environmental footprint.  Again, careful research and multiple discussions 

were needed to determine the right fit of the sponsee and sponsor, as well as identifying 

and aligning the motivations behind the partnership. 
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Pilot Study Participant Two 

The researcher again chose to apply a qualitative constructivist approach to 

identify sponsorship solicitation strategies used by LEED Certified sport facility 

marketers, specifically in a major league sporting context.  Evidence concluded that 

facility marketers at this particular sporting venue have been using the LEED 

Certification in their strategic green marketing practices.  There does not appear to be a 

separate strategy for marketing initiatives that are LEED Certification focuses, rather the 

green marketing plan encompassed the LEED features.  The constructs obtained from the 

marketing professionals at this particular venue served as data pertinent to the 

phenomenon of interest, including the consequences of participant behaviors when using 

of green marketing strategies.   

The marketing professionals interviewed at this sport venue offered best practice 

recommendations that aligned with properties found in their examples of successfully 

secured sponsorships through green marketing strategies.  These properties involved 

finding a common ground between the sponsee and the sponsor.  This process often 

included an alignment of values and similar environmentally sustainable initiatives.  

Recommendations also noted a commitment of leadership developing green initiatives 

and goals, not only by the sport facility leadership team, but the potential sponsor as well. 

Theoretical implications. As previously stated, past sponsorship research often 

applied theories such as the exchange theory and the congruency theory.  As found in the 

data of the first participant, there was evidence of application of these theories within the 

data of participant two.  The exchange theory concentrated on the target audience 

(Andreason, 2001) and was based on a voluntary exchange of resources for perceived 
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benefits (Heimann, 2003).  For marketers of this particular LEED Certified sport facility, 

knowing the targeted sponsor values that involved environmental sustainability was of 

top priority.  Framing a sponsorship campaign around these values assisted in 

understanding what incentives, such as the LEED Certification, were to be highly 

emphasized.  To successfully communicate and implement green marketing strategies 

with a LEED Certification focus, marketing staff members needed to communicate the 

venue’s environmental sustainability and LEED Certification information.  This 

marketing strategy utilized written and verbal communication, with limited electronic 

green marketing materials and use of the organizational website.   

Determining the right fit for a sponsor of a LEED Certified facility involved 

beliefs behind the congruency theory.   By exploring the matching effects of the LEED 

Certification brand with sporting venues and potential sponsors, this theory looks to find 

which of these partners were congruent, or fit best with each other.  Here it was 

recommended that research of a potential sponsor is conducted by engaging in multiple 

conversations, internally between the sales and operation department of the venue, as 

well as externally with the potential sponsor. Furthermore, an examination of the sponsor 

and sport organization’s objectives needs to be conducted to successfully apply the 

congruency theory.  It was important to note that not all sponsors may be a good fit with 

the green initiatives of a sport venue. 

Another theoretical concept related to the congruency theory was the social 

identity theory which pertained to the perceived oneness with, or connectedness to a 

group of people (Mael & Ashforth, 1992).  This idea of linking sponsors and sport 

organizations has been explored through numerous research studies (Cousens, Babiak & 
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Bradish, 2006; Crimmins & Horn, 1996; Lee & Cho, 2009).  The research conducted at 

the major league sporting venue supported application of the social identity theory in 

working together with potential sponsors to market a message to show an alignment of 

support for environmental sustainability.   Finding a sponsor that has historically 

demonstrated proper environmental practices along with an internal support factor of 

leadership interest in LEED Certification benefits provided an altruistic opportunity to 

link the two organizations.  Again, careful research and multiple discussions were needed 

to determine the right fit of the sponsee and sponsor, as well as identifying and aligning 

the values behind the partnership. 

Through the data collection and analysis procedures, it was evident that green 

marketing strategies were being used at these particular sport venues by the marketing 

staff members.  A deeper understanding of these strategies found potential application of 

theoretical concepts from the exchange theory and the congruency theory.  Categories 

that developed from text segmenting and labeling found the following six categories: 

continued commitment and improvements of LEED Certification guidelines, general 

green marketing/LEED sponsorship solicitation efforts, successful green 

marketing/LEED sponsorship examples, green/LEED sponsorship communication 

methods, unsuccessful sponsorship examples, and characteristics and recommendations 

of the right fit sponsor for a LEED Certified sport facility. 

Pilot Study Conclusions 

Although the two LEED Certified sport venues investigated in this study were 

different, one being a university stadium and the other a professional sport facility, 

evidence from each marketing professional assisted in defining successful green 
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marketing examples and best-fit recommendations.  Upon conclusion of the research 

study on sponsorship solicitation strategies being used by LEED Certified public sport 

facilities, the following observations were made.   

The first venue explored featured a sport facility in a university setting.  Although 

the LEED Certification was achieved during the new building and construction phase, the 

marketing team believed it could be a positive piece of the marketing strategies today.  

The marketing practice included researching the potential sponsor to determine if green 

initiatives may be important to the partnership.  If the marketing staff members felt the 

research supported green initiatives, conversations with the potential sponsor would 

include information about the LEED Certification.  This communication was conducted 

verbally, no electronic or paper data was provided on the LEED Certification amenities.  

Of top importance was the aligning of values to find common ground where the sponsor 

and sponsee both agreed environmental sustainability was an important factor.  At this 

particular venue, staff members felt the potential for green marketing offered more 

opportunities in the future which warranted further exploration by their marketing team.  

The second sporting venue explored in the study featured a professional sport 

stadium.  Here, the concept of green marketing featuring the LEED Certification was part 

of the management plan since the design and planning process of the venue.  The owners 

of the club put environmental sustainability as a top priority and the marketing team 

ensured that all sponsors fit this mission by putting the LEED Certification information 

on page one of every sponsorship agreement.  By streamlining communication between 

the sales and operations departments, potential sponsors are examined by both 

departments to make sure there are no “red flags” when it comes to partnering on green 
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marketing strategies.  This alignment of values and commitment to the community can be 

seen in their relationships with sponsors, vendors, service providers and other 

organizational partnerships.   

Through the data collection and analysis procedures, it was evident that green 

marketing strategies were being used at both of these sport venues by the marketing staff 

members.  A deeper understanding of these strategies found potential application of 

theoretical concepts from the exchange theory and the congruency theory.  Categories 

that developed from text segmenting and labeling found several categories such as 

general green marketing/LEED sponsorship solicitation efforts, successful green 

marketing/LEED sponsorship examples, green/LEED sponsorship communication 

methods, unsuccessful sponsorship examples and characteristics of the right fit. 

Although each of the marketers interviewed supported the use of green marketing 

with a LEED Certification focus, participant one stated that a belief in greater potential of 

using green marketing for partnerships. Application of constructivism determined the 

good fit characteristics of sponsorships to include that of the sponsee and sponsor 

relationship having similar values and objectives, a mutual interest and commitment in 

green initiatives, and necessary logistics such as comparable timelines and appropriate 

resources.   

The research implied that adhering to green practices such as obtaining a LEED 

certification, offered new opportunities for soliciting sponsors.  With this new knowledge 

on how a LEED Certification has been utilized in the process of sponsorship solicitation, 

marketing professionals can look to add or expand on current green marketing strategies. 

Obtaining this knowledge was important because sponsorships have become a major 



195 

 

 

revenue generator for facility management (Chadwick, 2006; Alay, 2010; Babiak & 

Trendafilova, 2010) and the LEED Certification process has only been in existence for 

the past 10 years.  As sport marketing research continues specifically in the areas of 

cause-related marketing, sponsorships, and other green marketing trends it is increasingly 

important to expand the understanding of how a LEED Certification can be employed to 

partner with outside organizations.  

 

  

 

 


